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Petroleum = 2 


@ They’re hitting new lows 
page 91 


@ What you can do about it 


What Socony’s marketing 


The Magazine of Oil MARKETING Management changes will mean poge 104 








Is Your Light Right? 


@ New lighting developments are making competition hotter after dark 


@ Here’s how you can use the new ideas to improve your own position 


Begins on page 97 





A McGRAW-HILL PUBLICATION Price One Dollar 


This Shell Oil Company installation at Wil- 
mington, California, automatically blends 
fuel being pumped to marine diesel craft. 


Blending in the line 
with the sustained accuracy 
of Brodie BiRotor Meters 

seon leading to contol cabinet" gu@e@ds dockside diesel fueling 





Direct mechanical cable connec- 
tions to the counter drives of two Brodie Meters actuate a 
proportioning pilot system. This, in turn, controls a valve mod- 
ulating the blend into the main line stream. An accurate record 
of each product metered is provided, with uniform control of 
the blend, and full flexibility to deliver any desired proportion 
at a moment’s notice. It eliminates blending tankage, gauging 
errors, evaporation losses, and possible overages. For the most 
effective automation in metering, contact your Brodie repre- 
sentative. 805 


iKor’ METERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, tll. 221 9th Ave. N. 5401 Sheila Street 


REPRESENTATIVES Wetu STOCKS AND SERVICE PACUCGITIES C8 ALS PRINCIPAL CITEES 





Now add 1 gasoline additive— 


promote the benefits of 3 


“Ethyl” 
Multi-Purpose Additive 


detergent, de-icer, anti-corrosion agent 


“Ethyl” Multi-Purpose Additive—now available—will improve the per- 
formance of your gasolines and give you three customer benefits to promote. 
Here’s how: 


1. As a highly effective detergent, ‘Ethyl’? Multi-Purpose Additive re- 
moves deposits from carburetors and prevents new deposits from forming. 
Your fuels produce more real horsepower and better mileage, and at the 
same time, reduce engine servicing problems. 


2. As a de-icer, Multi-Purpose Additive eliminates engine stalling due to 
carburetor icing in most cars under most conditions. 


3. As an anti-corrosion agent, Multi-Purpose Additive forms a protec- 
tive coating over metal surfaces to prevent oxidation in fuel systems. 


Add ‘Ethyl’ Multi-Purpose Additive to your fuels. Use the triple im- 
provement in fuel performance as the basis for a promotion to increase your 
gasoline sales. 


We are ready to assist you in sales promotion planning. It is one of a wide 
range of services available to you when you buy from Ethyl. 


ETHYL CORPORATION am) 


New York 17, New York ADDITIVE 


——ETHYL 
CORPORATION 
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1. Escaping vapors 
at ground level 


ELIMINATES THE HAZARDS OF 2: overflows 


3. Blowbacks 


UBMERGED 


TIGHT - FILL 


hor underground storage tanks 


OPW’s Submerged Tight-Fill quick coupling action and fool- 

proof seal meet every requirement for maximum protection 

and reduced delivery time to underground storage tanks. 
No. 61-AS 


ADAPTOR No delays, no fitting, no positioning necessary. Just lift man- 


hole cover, remove Fill Cap and snap-lock Elbow onto Adaptor 
for a faster, safer, more completely controlled delivery. 


Elbow is sturdily cast of hi-tensile aluminum alloy for mini- 
mum weight and ease of handling. Sight glasses in body enable 
operator to identify product and check flow during filling 
operation; warns against disconnection of Elbow while product 
remains in fill line after filling has been completed . . . a pri- 
mary safety check which reduces product loss and increases 
safety. Equipped with a special “‘O” ring seal, Elbow operates 
freely under perfectly tight seal. Clean, obstruction-free con- 
struction guarantees years of trouble-free service. 


FREE Bulletin F-16-R shows typical manhole installations, 
functional features of the Submerged Tight-Fill and installa- 
tion highlights. 


*without submerged tube, up to 25% 


OW CORPORATION 


2735 COLERAIN AVE. e CINCINNATI 25, OHIO ° Kirby 1-5400 
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National 


Petroleum News 


Top of the Month ee 


Contents for July 


Three sound ways to cut costs and build profits 


They’re outlined in detail in this special feature, based on outstanding presentations at this 


spring’s API marketing diviston meeting 


Don't let competition out-light you 


page &3 


You can use the newest lighting techniques to put other marketers in the shade—and for a 


relatively small outlay. This report will bring you up to date 


Your dealer CAN sell more batteries 


page 97 


It’s a question of finding prospects—and this report explains how easy that really is. Here are 


tips that mean big profits for you and your stations 


Month in Full cee 


GENERAL 
Is the Amoco brand going nationwide? 80 
Marketers question Public Affairs Committee 81 
Why marketing relations are in the spotlight now .... 8&2 


SPECIAL FEATURE: API REPORTS 
How to hold the line on delivery costs 
How to keep fuel oil sales growing 
How to reverse the downtrend in motor oil sales 


LUBRICATION 
Motor oil ratios continue to sink 
Selling aids: Here’s new ammunition for lube marketers 


EQUIPMENT 
What’s new in lighting: An exclusive report 


MANAGEMENT 
What Socony Mobil’s management shakeup means 


MERCHANDISING 
How private brander Dick Knox does it without price 


New advertising figures for 31 oil companies 


BULK PLANTS AND TERMINALS 
How a terminal man beat the Seaway flood 


TIRES-BATTERIES-ACCESSORIES 
How your dealers can find more battery prospects 
What FTC’S new tire code means to you 


MARKETS 
Gasoline shows promise for summer markets 
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THE GREEN SECTION 
Ahead of the News . 
Petroleum Indicators 


Supply and Demand 


DEPARTMENTS 
About Oil People . 
Advertisers’ Index 
Associations ot 
Behind Our Headlines 
Brief but Significant 
Classified Advertising 
Editorially Speaking 
Equipment 
Letters . 
Meetings 
Money-making Ideas 
Regions 
TBA . 
What They’re Saying 


OIL MARKETS AND PRICES 
Market outlook 
Refinery/terminal price 
Crude oil prices 
Prices by tank wagon 
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TAKE YOUR 
PROBLEMS TO THE EXPERTS... 


Your 
Mobil Specialists! 


YOU'RE MILES AHEAD WITH MOBIL! 


SOCONY MOBIL OIL COMPANY, INC., and Affiliates 


12nd St. e CHICAGO 5, ILLINOIS E 
e KANSAS CITY 138, MISSOURI 
TEXAS—Magnolla Petroleum Co 


NW YORK 17, N. ¥ 150 EB 
WISCONSIN~—-0907 South First St 
4140 Lindell Blvd. e DALLAS 1, 


Van Buren St 
rand Ave, e 
nolia Building 





TE am Le | 
#¢ 


Socony Mobile maintains many other conveniently located service offices to 


A sound credit system helps provide you with work- 
ing capital, helps eliminate risks and maintain good 
customer relations. Your Mobil Specialist has just 
such a plan. At your request, a trained specialist will 
be glad to help analyze the trouble and make definite 
recommendations. Additional experts are available to 
assist you with other tough problems too. For in- 
.. help select 
the best man-power available . . . help institute man- 


stance, help you reduce loading time . 
agement procedures that make running a business 
easier—and more profitable. 

That's why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
. . plus top-quality branded products add 
up to a real competitive advantage for you. 

Talk to your Mobil salesman today. He’s your 
direct line to the specialists. 


specialists . 


Tune in “TRACKDOWN” every week, CBS-TV. 
See your local paper for time and station, 


MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 


MARYLAND 
3 West 


1914 North Charles St. e MILWAUKEE 1, 
Grand Blvd. e ST. LOUIS 8, MISSOURI— 
CAI neral Petroleum Corp., 612 8, Flower 8&t., 


MICHIC 
8 . AL.—( 
close and fast cooperation. 
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Behind Our Headlines 
ANY OF YOU have been asking about it, so we offer 


M the most complete report on station lighting that 
NPN has ever done. 

Frank Sturtevant, our equipment editor, was in charge 
of the project. It’s taken months of digging to get the 
information. Frank pored over reams of material and 
processed endless notes before he was able to put the 
report together. 

While the report centers around station lighting, some 
of the information can be adapted for other uses, such 
as at bulk plants and terminals. 

This is an unusually long report. But lighting is a 
most important merchandising tool, and new advantages 
are being exploited. So we feel it’s worth the space 


starting on page 97. 

S OME GOOD operational and merchandising information 
\* came out of the recent mid-year meeting of the 
American Petroleum Institute’s marketing division. It 
concerns fuel oil, lubrication and transportation and starts 
on page 83. 

We must pass along an extemporaneous remark by Col 
Dwight T. Colley, vice president of both API and Atlantic 
Refining. As he wound up the meeting, he turned to the 
press section and said to his audience, “Our industry 


is fortunate in having a good trade press.” 

M ARVIN REID is the latest NPN staffer to perform on a 
1 marketing program. Marvin, NPN’s Southwest edi- 
tor, served as panel moderator at the Oklahoma Oll 
Jobbers Assn. meeting. 

As I have said before, NPN staffers have participated 
in various programs. As an industry service, we try to 
make them available when they can be useful though 
sometimes we can’t do it. Call or write if you want to dis- 
cuss it, and we'll try to help. 

Incidentally, Marvin turned in the article about Knox 
Industries (page 106). It’s the in our on 
private-branders. 


latest 


Cus Breese Editor 
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Metering Saves Seven Ways 


... Ruan reports on big transports 


Four years ago, Ruan began equipping 30 transport 
trucks with dual Red Seal Print-O-Meters for partial- 
load hauls. Here’s why Ruan now says metering is 
“the only way:” 

(1) Meter-printed tickets build customer confi- 
dence, particularly on “key stop” or night drops; 
(2) printed tickets reduce book-keeping for billing 
and tax records; (3) metering reduces possibility of 
stock shortages; 

(4) Dual meters, delivering regular and hi-test 
simultaneously get the truck out and rolling in half 
the time; (5) When customer orders an exact quan- 


NEPTUNE METER COMPANY [7{:Ji vane 


19 WEST 50TH STREET * NEW YORK 20, N. Y. 





tity, the ticket is typed in advance, totaling price 
and tax. The Auto-Stop is set for this amount, and 
it is confirmed by the Print-O-Meter with no further 
book-keeping; (6) The meter’s emergency stop 
button helps prevent hazards that might arise 
during delivery; and (7) the meter permits any size 
drop, not limited to big compartments. The meter 
costs far less than extra compartments for smaller 
drops. 


You too can select Red Seal meters with con- 
fidence . . . for all your trucks, bulk plants and 
terminals . . . for accuracy you can bank on. 


Branch Offices: ATLANTA © BOSTON © CHICAGO 
DALLAS * DENVER © NO. KANSAS CITY, MO. 
LOS ANGELES © LOUISVILLE * PORTLAND, ORE. 
SAN FRANCISCO (Millbrae) 

1 SoH IN CANADA: NEPTUNE METERS LTD., 
( 7) 1430 LAKESHORE RD., TORONTO 14, ONT. 


© METERS 








How Neptune Meters Make Money and Save for Others: 


| 


“We have 25 Neptune Meters in use now on our trucks and loading rack and find that they are the 
best that can be bought. We have used just about every type that is on the market . . .” states Mr. 
T. H. Potter, of T. T. “Tom” Potter & Son, Morehead City, N. C. 


—— Be 


“} "SINCLAIR Sin Ton eat 
ne et 


Rogers Oil Company, Raleigh, N. C., . . . a Neptune customer for 15 
years . . . have five 3-in. Auto-Stop Red Seals at their bulk plant, filling 
100 and 200-gallon truck compartments. Roger’s big business is kerosene 
fuel for tobacco curing and fuel oil for home heating. They also have 2” 
Red Seal meters on local delivery trucks. 


P a* 
25 in-plant vehicles are refueled through Red Seal ve, a abel s @ SERVICE 
LP-gas “compact” meter at Torrance, Calif., plant of 2 ! me 
National Supply Co. This fully approved LP-gas meter- PETROLEOM Pho D~CTS 
ing system included all accessories in one safe, easy- ea 
to-install unit. ' me. 34587 


25 Neptune remote control meters at Esso Standard Oil 
Company’s big New Haven terminal speed loading of 8 
transports and trucks simultaneously. Automatic interlocks 
prevent withdrawal of any product until authorized by lock- 
ing ticket into office register. 


Small outlay keeps New York dealer’s 32 trucks rolling: In 4 to 15 
minutes, practically any meter service problem can be fixed simply by 
substituting one of these “spares.” With the truck back in service, you 
can clean, repair or renew the parts at leisure. 





outdoor keeps 
Atlantic Sales 


on the go! 























Outdoor Advertising ) 


Poster designed by N. W. Ayer & Son, Inc. Winner of Kerwin H. Fulton Award 
as best poster of 1957, New York Art Directors Competition 


Vhoto by H. Armstrong Roberts 


“Because Outdoor Advertising delivers our 
message to motorists at the most opportune 
moment—when they are driving and likely 
Advertising Manager, to need gas or oil—this medium has been 
The Atlantic Refining Company, says: an important and successful part of our 
advertising program for the past 30 years.” 


Richard Borden, 


8 out of 10 peopie remember OUTDOOR Advertising!’ 


Standardized Outdoor Advertising, 24 and 30-sheet Postersa—and Painted Bulletins. 


OUTDOOR ADVERTISING INCORPORATED © A ; 


WATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers —Starch Continuing Study of Outdoor Advertising 
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Mevacelas 


Should 2¢ Spread Be Wider? 


Sun V. P. Willard Wright started it by saying 
the days of an accepted spread are over. Now 
Site Oil's Phil Siteman asks if 2¢ is enough 


To THE EpiTor: 


Mr. Wright of Sun Oil Co. recently 
stated, ‘““To my mind, at least, the day 
of the accepted spread [between major 
and independent brand gasoline|—if it 
ever existed—is over.” (May, p98). 
Nothing could be more unrealistic. We 
usually had a 4¢ and S¢ differential. 
In recent years we reduced it to 2¢. 

It is questionable if a 2¢ differential 
will suffice, considering that under- 
canopy discounting is quite prevalent. 
Furthermore, the continued construc- 
tion of new stations almost on top of 
each other must inevitably tend to in- 
crease this differential. 

The independents have no one to 
fear except themselves. If they allow 
the major oil companies to depress 
prices to a point where the independent 
must lose money and do so for a great 
length of time, they will be the losers 
—not the majors. The independents 
have yet to understand that what will 
eventual'y be their undoing is the 
terrific tax advantage of the producer 
competing with them on the retail 
marketing level. 

However, the immediate problem is 
really the semi-majors (the integrated 
companies not nationally known). In 
the language of Khrushchev, the semi- 
majors “will bury” the private brand- 
ers. You may recall the long bitter 
costly fight in Colorado where a pro- 
ducer went into retail marketing and 
persisted in underselling the private 
marketer. He could do so only because 
of his terrific tax advantage derived 
from his production. The results were 
inevitable. The independent conceded 
defeat. .. . 

The semi-majors, with rare brilliant 
marketing statesmanship, conceded a 
l¢ differential to the private marketer. 
I deliberately use the word “statesman- 





ship” because they cherished their tax 
advantage and protected it by not 
allowing it to become a scandal. 

The quickest way to produce a 
table showing the profits and relatively 
low taxes paid by the majors and 
semi-majors is to meet the private 
branders “on the nose” as Mr. Wright 
suggests. Our company pays 52% tax 
over $25,000. If Superior Oil Co. 
were to compete on the retail level 
with private brand marketers as do 
most major oil companies, imagine 
their terrific and unfair competitive ad- 
vantage by virtue of the fact that they 
pay little or no tax.... 

The private marketer who is worthy 
of the name “marketer” has learned 
the folly of meeting any and all 
competition. We consistantly ignore 
certain competition. Yet, we hear that 
some of the largest oil companies have 
policies of basing their prices on the 
lowest of the low. Personally, I have 
considered this only as a subterfuge 
to grab gallonage financed by a tax ad- 
vantage. The cure is only too obvious 

Our company has long since quit 
“getting a kick” out of fighting a small 
fellow. Give us a worthy competitor 
with the advantage of size on his side, 
but don’t arm him with brass knuckles 


PHoit. L. SITEMAN 
President 

Site Oil Co 
St. Louis, Mo. 


>I would venture to say that the 
majors have, or control, about 95% 
of gasoline and oil sales to the U. S. 
government, including the 


the post office. This is also true of 


sales to state governments and to the | 


COMING UP IN NEXT MONTH’S NPN 


@ A long, hard look at the commercial account market today 
@ What the 1959 cars will mean to your business 
@ A full report on this year's Oil-Heat Institute meeting 
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army, | 
navy and air force and branches like | 


Superior quality forged body 
— precision machine 
Uniform wall thickness 
—no weak spots —, 
Extra heavy reinforcing rim 


lorger diameter cam eors 
for longer service life 


% 


Hi-Strength 
forged 
hondles 
—greoter 


economy safety and 
longer 
Service 
Uniform heavy 
woll thickness -t 


no weak spots \\ 
Superior quality forged body | 
— precision machined 


—greater 


Recess retains gasket 
in coupler ond assures 
proper placement 


your best buy is 


EVER-TITE 
-the best quality . 


quick couplings 


Aas 


—accurate tolerances 


| 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
EVER-TITE can be sure with 
Adapter EVER-TITE. 

ond . The EVER-TITE 
Coupler trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y. 


ka 


EVER-TITE 
Standard 
Adapter and Coupler 


EVER-TITE 
Shank 
Hose 

Coupling 


Dust Plug 


Dust Cap 
EVER-TITE Dust Protectors 


9 





Petroleum Sales Managers 


THE GENERAL TIRE NOW OFFERS YOU 
A COMPLETE TBA PROGRAM SO 
FLEXIBLE THAT IT CAN BE TAILORED 
TO ANY MARKET—ANY SITUATION! 


FEATURING A FULL PROFIT LINE 
OF GENERAL PASSENGER, TRUCK 
AND FARM TIRES... TUBES, BATTERIES 
AND ACCESSORIES... THIS SURE-FIRE 
PROGRAM OFFERS ALL-OUT ADVER- 
TISING, MERCHANDISING, MARKET- 
ING AND SALES TRAINING HELP. IT 
OFFERS WAREHOUSE FACILITIES AS 
NEAR AS YOUR TELEPHONE! 


TO INCREASE TBA SALES AND 
PROFITS FOR YOUR DEALERS AND 
YOURSELF, WRITE IN CONFIDENCE 


L. L. HIGBEE, 
TRADE SALES MANAGER 


THE GENERAL TIRE & RUBBER COMPANY 
Akron, Ohio 
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Letters 


ies ccinamenliaa ibis INSTALL VIKING ° : 


Some years back the majors installed 


gasoline tanks and pumps at any farm * 
of any consequence, thereby creating // e 
2 


a monopoly in agriculture. Majors 


also control most all major bus lines, 
intrastate and interstate. = 
eee ' . 
_ 


Only in rare instances are inde- 
pendents able to compete with major 
companies in the so-called consumer 
market. About the only place left for 
the independent is in the retail field. 

I firmly believe that the independ- 
ents in the retail field are good for the 
petroleum industry, as they no doubt 
had some effect on keeping the govern- 
ment off the industry for monopolistic 
tendencies. Also, 75% of gasoline sold 
by independent private branders is 
purchased from semi-major or major 
companies. 

Midwestern independent 


Low-Cost Insurance 

>The May issue contained a letter 
from Jim Herriott of Jones-Herriott 
Oil Co. relative to a need for a low- 
cost package insurance program. 

The OHI Insurance Trust offers just 
such a package to member firms; 7 
more than 700 member companies now @ fast. positive self-priming 
participate in Our program. 

A basic plan is available providing e 
life insurance for all employes with e 
amounts up to $5,000 based on occu- 
pation. In addition, the executives of @ rugged. 2-moving-part construction 
a participating company may secure es 
as much as an additional $10,000 
each. A comprehensive _ hospital- e 
surgical-medical plan is also available @ either extra long packing box 
providing protection for employes and or mechanical seal 
their dependents at low premium cost. @ safety valve on pump head 

The smallest dealer as well as the Py 
largest is eligible to participate. Our 
program is underwritten by the John 
Hancock Mutual Life Insurance Co 
Interested dealers may contact OHI 
for details. 


low speed. long life 


for connection to power take-off 


without speed increaser 


revolvable casing for handy port location 


integral thrust bearing 


complete capacity range of 35to 
300 gallons per minute 


JAY B. CONSTANTINI 

Administrator, OHI Distribution 

Division Insurance Trust 

Oil-Heat Institute of America = & versatile. There is 
New York j r 


Viking truck pumps 


are compact and 


even room for two pumps 


to be mounted on a truck 
Polish Details Wanted 


>I would like to have 25 copies 
of “How to Build Wax-Polish Sales” 
(May, p79) to pass out to my dealers. 
This is practical sales help and very 
good. 

There is one thing, however, on | 
which I would have liked more elab- 
oration—polish jobs. There are sev- > — the leader , U 
eral very good polishes and waxes | iPicicioay VIKING P MP COMPANY 
with light and heavy cleaners (the ; ~~ 7 ace 
brand names you mentioned). Meth- 


and powered through 


the transmission. 


For complete information, 


ask for catalog Gr today 
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Letters 


(Begins on page Y) 


ods of applying cleaner and polish 
should be detailed out as to methods, 
cost per car, time, and material such 
as applicators, polish cloths, etc. 

Most service station men are bom- 
barded with salesmen each saying 
his way is best. | have my own ideas, 
but if some study were made as Mr. 
Sturtevant [NPN’s TBA and Equip- 
ment editor] has done with the sale of 
polishes, I believe the industry in 
general would benefit greatly. 

Your TBA section has always been 
most interesting and helpful. Five 
years ago when gasoline margins were 
good—no price wars—I began urging 
my dealers to learn to sell TBA. I 
have seen successful ones follow this 
advice, others fell by the wayside. 

C. D. BROWN 
Agent, Continental Oil Co. 
Shreveport, La. 


D Instead of C 
PNPN for May said (p67) that 
“Tidewater Oil Co. will use the Veedol 
brand instead of Tydol for its indus- 
trial lubes.” Actually, the Veedol brand 
will replace the Tycol brand. Tide 
water continues to market Tydol motor 
oils in its general line of automotive 

lubes. 

CHARLES N. POLLAK 
Manager, Public Relations Dept. 
Tidewater Oil Co. 
San Francisco, Calif. 


Apologies for the typo. 


Too Many OHI Groups? 


P“Oil Heat Groups: A Few Too 
Many?” was the title of a letter to the 
editor in the March issue (p 10). What 
Russ Burns claims he wants is avail 
able for the asking. Cooperative deal- 
ers all over the country are members 
of local units, state units, and the na 
tional unit, namely Distribution Di- 
vision of Oil-Heat Institute. This last 
step costs only $7.50 per year per 
dealer. It’s just impractical to reor 
ganize every existing local, state and 
national organization and it’s unnec- 
cessary. The train is running, now just 
let him get aboard. 

Ihe Distribution Division of OHI 
has grown from 2,200 to 3,300 mem- 
bers in the past two-and-one-half 
years. Evidently a lot of dealers have 
found it to be a national organization 
effectively working for their welfare. 

r. R. Lotzeaux 
President 

R. Loizeaux Fuel Co. 
Plainfield, N. J. 


Customers Want Heating Comfort 


Fortunately, more and more of us 
in the fuel oil business are facing up 
to the fact that we have a formidable 
competitor in natural gas, particularly 
in the home heating market. 

1 feel our approach to the situation 
might be more successful if we re- 
member that: 

a) Gas is simply another form of 
automatic heating, not an entirely new 
concept. 

b) Oil heating is modern and is 
being kept modern by significant im- 
provements in fuel oil quality, burner 
efficiency, and distribution methods. 

c) Home owners do not want to 
buy fuel oil (or gas) as such. What 
they want is economical and reliable 
heating comfort—which means each 
distributor must recognize his respon- 
sibility and provide good burner 
service (reasonably priced) and more 
efficient, automatic delivery service. 

d) Each distributor should get his 
house in order and be able to back 
up a good promotional story. 


Slim Margins ‘Doom 


>The jobber’s doom is sealed if his 
future margins are geared to high post- 
war tank wagon prices. For over a 
year now, most states have had a 
leveling off of prices, particularly in 
metropolitan areas. With each succeed- 
ing drop, the “temporary” price post- 
ings have been compounded, until it 
is not at all unusual to have experi- 
enced three or four reductions in the 
same area, amounting sometimes to 
4¢-S5¢ total. 

Somewhere between today’s low and 
yesterday's high, there should be a 
plateau of permanency established as 
a new base for jobber margin com- 
putation. A sliding scale is certainly 
not meant to be a permanent cure... . 

Where a depressed market occurs, 
the jobber looks around to see where 
he can cut costs. It is difficult to cut 
his labor force gallonage 
usually remains about the same. Wage 
cuts will result in only a small dollar 
saving, but immediately will be offset 
by less efficiency. The jobber cannot 
cut down on delivery equipment be- 
cause of gallonage. Pension plans are 
for the future security of employes, 
so he dare not drop this fringe benefit. 

Therefore, the jobber has only sev- 
eral outs to bring about immediate 
economy: (1) He cuts down on new 
equipment purchases; (2) he stops his 
building program, and (3) he cuts 
down on maintenance expenditures 


because 


e) There is a personal relationship 
between the fuel oil distributor and 
the customer which is not present be- 
tween the gas company and the cus- 
tomer. We ought to capitalize on this. 

f) There are many areas where oil 
has a cost advantage. Where the re- 
verse is true, there is much that can 
be done in improving the efficiency 
of fuel oil marketing and distribution, 
thus reducing the differential between 
the two fuels. 

g) The future demand for home 
heating oil may only increase 2% -3% 
instead of the 8%-10% annual in- 
crease of the past. The alert, progres- 
sive distributor has nothing to fear. 
The complacent, inefficient distributor 
should recognize the handwriting on 
the wall and change his ways for his 
own good as well as that of the in- 
dustry. 

L. S. MARSHMAN 
Manager, Fuel Oil Division 
Socony Mobil Oil Co. 
New York 


' Jobbers 


such as painting and modernizing. 
These are false economies, it is true, 
but what else can he do and still 
stay in business? 

His facilities deteriorate and be- 
come outmoded, with the further 
calamity of volume loss after a little 
while. These results will take time, but 
there is no doubt of the final curtain. 
Meanwhile, the jobber is eating, but 
that is all. 

Many suppliers say jobbers should 
look elsewhere for compensating prof- 
its, such as: (1) Do their own hauling 
from the terminal; (2) get into the fuel 
oil business; (3) put in a line of ap- 
pliances, and (4) cut prices further 
to build up volume. 

There are others, too, which are 
equally pathetic. 

The bald facts are these. Assuming 
that the ratio of housebrand and 
premium sales is 5 to 3, and the 
margin is cut from 3.25 to 2.5 on 
housebrand and from 3.75 to 2.5 on 
premium, then the over-all reduction 
in gasoline gross profit is cut 27%. 

A jobber whose average monthly 
volume is 300,000 gal. would find his 
gross profit reduced by $2,800 each 
month. 

JoseEPH D. HADLEY 
Executive Secretary 

and General Counsel 
Michigan Petroleum Assn. 
Detroit. 
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Give your product the big selling advantage of 
w__% 


FE STYLE CANS 


CONTINENTAL 








your |! your 
BRAND rane 








1. SAVES SHELF SPACE! Space saving oblong shape of “F” 
style cans allows more units to be stocked per shelf foot. Your 
product gets more attractive display, greater sales opportunity! 


3. SHOPPER STOPPING LITHOGRAPHY ! Superb Continental 


lithography —the best in the industry — gives “F” style cans 
sparkling sales appeal. Broad surface of can provides more 


room for your sales message. 
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2. FAST AND EASY STACKING! Kecessed bottom of “F” style 
can fits right into top of can below it. Stacking is no problem, 


display is secure. (Available on % pints, pints and quarts.) 


4. MORE SIZES...BETTER SERVICE! Choose from the widest 
range of sizes, from four ounces to one gallon. Get outstanding 
Continental service, fast delivery from points all across the 
U.S. Call today. 


CONTINENTAL 
CAN COMPANY 


Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 5595 Pare Street, Montreal, Que. 





MAINTENANCE 
SERVICE 

WILL SAVE 
YOU MONEY 
EIGHT WAYS 


HOW ? 


CONTROL OF COSTS 


You can budget your service expense, eliminate 


cost of repairs, and YOU SAVE MONEY. 


REGULAR INSPECTIONS 


Detect undue wear or strain on parts. Regular 
inspections save you the worry of costly interrup- 
tions of your business system. 


PROPER LUBRICATION 


Protects working parts of the machine against pre- 
mature wear and corrosion. 


PERIODICAL CLEANING 


Increases efficiency and lengthens the life of your 
machine. 


You invested in your National equipment for its 
money-saving features. National's ‘Preventive Main- 


MAINTENANCE 
Agreement 


5 PARTS WITHOUT COST 


Parts will be furnished without cost to users of 
National Maintenance Service. 


FACTORY-MADE PARTS 


Parts made by the manufacturer are used to replace 
broken or worn parts. 


QUICK SERVICE 


You can call us without additional cost any time 
your equipment is not operating satisfactorily. 


BONDED SERVICEMEN 


Factory trained to give you efficient service and to 
SAVE YOU MONEY. 


“TRADE MARK REG. U.S. PAT. OFF. 


tenance” will maintain these savings every year — % 
for more years. Call your nearby National Service 


Man for full details on National Maintenance. 


CASH REGISTERS * ADDING MACHINES 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, ohio ACCOUNTING MACHINES 


1039 OFFICES IN 121 COUNTRIES e¢ HELPING BUSINESS SAVE MONEY 


14 


wer PAPER (No Carson Required) 
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Money-Making Ideas 


as. A aa 


Never too modern 


OLD FASHIONED 


Old and new are always good for attention-getting contrast. 


British- 


American Oil Co. makes the most of the gimmick by sponsoring a 240- 
mile tour of antique autos. Along the tour route, 12 B-A service stations give 
service and fuel. Here a 1918 Ford truck, first production-line model ever built, 


is gassed up. 


$ 


TEENAGERS BUY 2.5-billion gal. of 
gasoline each year. It will pay you 
and your dealers to cultivate this rich 
market now, while lifetime buying 
habits are still being formed. Here 
are a few ideas: sponsor driver ed- 
ucation courses in local high schools; 
invite high school driving classes to 
spend a session or two in your stations 
to learn the ins and outs of auto 
safety and preventive maintenance; 
sponsor a supervised teenage “Roadeo” 
on a drag strip near town; or cooper- 
ate with youth projects by turning 
over a Station to teenagers for a day, 
with profits going to the project or a 


charity. 
$ 


PAINT BRUSHES seldom 
around service stations, bulk plants 
and terminals. For the job that has 
to be interrupted before it’s finished, 
the brush will keep in tip-top shape 
if it’s immersed in a solution of glycol 
antifreeze. Use a_ stiff wire run 
through a hole drilled in the handle 
to suspend the brush in a 
glycol-water solution. 


are idle 


can of 


$ 


CONTESTS BUILD business. Here’s 
a way to combine an attractive con- 
with a station education 
campaign for customers. In your local 
newspaper, run a weekly picture of a 
piece of station equipment. 
Choose something from the lube or 
tuneup bay which most customers 
don't see very often. Offer a prize to 
the first customer to bring the ad to 
the station and identify the equipment 
or tell what it’s for. You 
build gallonage and call attention to 
your line of services at the same time 


$ 


DEALERS WHO BELONG to 
clubs may possibilities in the 
auction run by the Lions Club of 
Forsyth, Mont. As a_ fund-raising 
stunt, the club auctioned a day’s serv- 
one half the club members to 
An alert Carter Oil 
the services of a com 
after which the two 
dealers paraded around the town, 
both in uniform, but with the com- 
petitor also fitted out with a sand- 
wich board sign advertising Carter 


test service 


service 


used can 


CIVIC 


see 


ice of 
the otherhalf. 
dealer bid in 


peting dealer, 
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REVOKED CREDIT CARDS are 
tough items to track down. Tidewater 
Oil Co.’s western division keeps tight 
control by offering a reward to 
dealers who pick up revoked cards 
before they expire. Under the Tide- 
water plan, dealers can collect up to 
$25 for turning in a permanent card 
revoked by the company. 


$ 


THERE several 
dealers can make extra sales when 
they're out on night emergency 
trouble calls. One item that appeals 
to a stuck motorist is a portable spot- 
light with extension cord for plugging 
into the cigarette lighter socket. Let 
ting the motorist see it in use often 


results in a sale. 
$ 


OPENING DAY CUSTOMERS can 
be brought back to your stations with 
this simple gimmick. Use a carton of 
Coke as a giveaway item. On the 
carton, fix a tag entitling the customer 
to a free lube job when he returns the 
empty bottles. He'll find it hard to 
resist coming back. Sinclair Refining 
Co. and Continental Oil Co. are both 
working this plan and report 
results for dealers. 


$ 


BATTERY SALES may 
to your dealers if they carry around 
a handy chart like that recently de 
vised by Willard Storage Battery Co 
It's a that 
by make of car to show 
battery group On 
the other the 
desired group size, and the slide will 
show the Willard battery that will fit, 
together with the exchange price and 
the maximum 


ARE ways your 


good 


come cCasici 


can be set 
the 


one 


slide selector 
correct 
size on side 


side it can be set to 


cost month 


$ 


+t 


per 


DEALERS will 

tion for battery 
keep a written 

sales at the station. Here’s one way to 
Stamp new 
number and 
cord the data in a 
When_ short-memoried 
sist they “just bought a 


dealers can quote chapter 


them 


1" 


have ammuni 
promotion if they 
battery 


more 


record of all 


batteries with a code 
[hen re 


do it 
date of sale 


master sales log 
customers in 
new battery,’ 
your and 


verse to 


>» For 


business, see page 122 


more tips on building battery 





PCASOWS 

why 

permanently- 

attached 

couplings 
mean 
better 
service, 


bigger 


profits! 


1 PERMANENTLY-ATTACHED ? CONTINUING ECONOMY 3 MACHINE-ATTACHED FOR 4 LEAK-PROOF WITH 
HOSE COUPLINGS COST WITH PERMANENTLY- PRECISION FITTING AND FULL-FLOW 

LESS than re-attachable ATTACHED COUPLINGS. FULL FLOW. You get a DIAMETER INSIDE. Scovill 
couplings. Modern hose is You do away with hidden permanently fitted permanently-attached 

of such good quality, lasts expenses involved in coupling every time... couplings are made 

so long, by the time hose reconditioning re-attachable __ there’s never a chance of from solid brass forgings 
needs replacing so do couplings. No time lost, less possible costly damage with ductile copper-alloy 
re-attachable couplings. paper work, no shipping, etc. to hose. flow tubes. 


For complete specifications on 
gasoline-pump hose couplings, 
write to Scovill Manufacturing Co., 
Merchandise Division, 

99 Mill St., Waterbury 20, Conn. 
Ask for Bulletin No. 570-H. 
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What They're Saying 


About the industry's safety policies . . . jobbers 


financing dealers . . . orienting to new marketing 
eras... effects of the St. Lawrence Seaway 


¢¢ Our industry’s safety policies in- 
clude many self-imposed items that 
are in excess of those required by law, 
and offer far more protection to the 
public than most people remotely 
suspect.” Calvin T. Thomas, manager, 
transportation department, General 
Petroleum, representing API and 
WOGA. 


C¢ Just recently a large jobber told 
me that he had completely or al- 
most completely financed 22 new 
dealers in the past five years and 
had had only one failure. He made 
sure first that he had the right man. 
It can be done.” W. P. Marquam, 
manager, trade relations, Pure Oil Co. 


¢¢ The economic disruptions of 1957 
have brought home forcibly that we 
are in a new selling era, one not ex- 
perienced by many in our marketing 
organization. It is an era requiring 
a new philosophy of management 
and of selling, a farsighted and 
planned selling effort to gain desired 
objectives, a year of action when 
we not only seek opportunities but 
make them. Hence, our guiding 
theme for 1958: ‘Opportunity in 
Action—The Salesman’s Year.’” H. 
G. Vesper, president, Standard Oil 
Co. of California, Western Opera- 
tions, Inc. 


6¢ There is little reason to believe 
the St. Lawrence Seaway will, in the 
near future, recast petroleum move- 
ments. . . . Any major dislocation of 
present distribution patterns is im- 
probable.” W. Alec Jordan, W. Alec 


Jordan Associates. 


¢¢ Finding the proper solutions [to 
jobber problems] will lead to differ- 
ences of opinion and disputes between 
major suppliers and their jobbers. But 
we have always had such differences 
and disputes. | now believe that if 
anybody actually does something about 
the jobbers it will only be (and should 
only be) done by the jobber himself.” 
Samuel B. Wilkes, Crown Petroleum 
Corp., Hartford, Conn. 


6¢ Unless you can get your problem 


stated in less than ten words, you 
don’t understand it yourself.” LeRoy 
Schneider, Schneider Oil Co., Roan- 
oke, Va. 


66 Good distributors are in short 
supply. Good distributors, therefore, 
are in a _ position of strength. | 
believe this is all for the best, but 


distributors would be wise to exercise | 


care in the use of that strength.” 
George D. McDaniel, manager, dealer 
and distributor — relations, 
Mobil Oil Co. 


Socony 


¢¢ I cannot believe we shall be con- | 


tent for long to go on importing oil 
into Canada when we have ample re- 
serves of our Own which are now 
shut in and which we are prevented 
from exporting. I expect we _ shall 
want our imports and exports brought 
into some kind of a reasonable bal 
ance. Perhaps it would not be beyond 
the ingenuity of the big oil companies 
to get together and work this out to 
everyone’s advantage without wait- 
ing for government  iniervention.” 
W. L. Borden, chairman, Royal Com 
mission on Energy. 


6¢S-11 will pass—I don’t know when, 
but it will pass—or the oil industry 
will have to act very fast to clean up 
the industry mess.” Cash Hawley, 
president, National Congress of Pe 
troleum Retailers. 


NPN’s Saying-of-the-Month 


¢¢ Marketing executives can get help 
in employe relations, legal matters, 
economics, safety engineering, meth- 
ods research, patent matters, petro 
leum loss control and a number of 
other specialized fields. When I was 
manager of marketing . . . , while 
I always had plenty of welcome 
company around when I needed ad- 
vice, | always had a lonesome feeling 
when it came time to make the 
decision.” Vernon A. Bellman, dire 
tor of domestic marketing, Socon 
Mobil Oil Co. 
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Model 25—Twenty-five pound grease kit. 
Geared pump, capacity one-half pint per 
stroke. Other lubricant dispensers avail- 
able to 100 pound capacity. 


*» 


7 


Model 82—120 gallon tank with gallon 
stroke pump, shut-off nozzle and foot 
valve. For dispensing lube oil, kerosene, 
anti-freeze. 

The Wayne-Marvel Line includes all types 
of dispensing equipment for lube oils, 
greases, alcohol, kerosene, solvents, etc. 
Write for complete catalog to... 

THE WAYNE PUMP COMPANY 


Division of Symington Wayne Corporation 
Salisbury, Md 
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LIGHTING 


By (=) era... CUSTOM ENGINEERED BLUE PRINT 


Good lighting is a vital starting point for 
increasing your nighttime profits. Good light- 
ing is ‘“‘planned lighting,’ blue printed by 


Petelco engineers, skilled in the practice of 


getting every ounce of drawing power from 
every penny you spend for illumination. 


YOURS FOR THE ASKING 
You can have, without charge, a lighting blue 
print, custom designed for your particular 
needs. Just send us a simple diagram of your 
station (islands, buildings, approaches, trade- 
marks, signs, etc.) with approximate dimen- 
sions and present type of lighting. 


THE PETELCO LINE IS COMPLETE 


Related equipment— Fluorescent ‘“T’’ lights 


Floodlights— Hinged Poles—Strip Lights— 
Sealed Beam Lamp Components—manufac- 
tured by STEBER and backed by 20 years 
experience in the lighting field, guarantee neat, 
attractive daytime appearance and the ulti- 
mate in nighttime “impact lighting.’ 


This new Petelco catalog is now 
available— your copy will be sent 
on request. 


ETELCO, inc. 


2640 Roosevelt Road Broadview, Illinois 
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Southern Architecture, Vintage 1958 


There’s nothing antebellum about Esso Standard’s new division headquarters 
in Charlotte, N. C., scheduled for completion this month. Porcelain enamel 
window-wall covers most of its front expanse; inside it’s fully air-conditioned, 
with a central music system to soothe employes’ savage breasts. Location is 
within Charlotte city limits, but well removed from downtown business districts. 


The Southeast 


What's in a Name? 





DOWN IN PANAMA CITY on 
Florida’s northern gulf coast, an en- 
terprising oil man named Joe E. 
Hutchison has combined his knowl- 
edge of the trade with his good name 
and come up with a flourishing busi- 
ness. 

Well known and respected in the 
area, Hutchison decided in 1952 to 
become a private brander and used 
a variation of his own name _ to 
identify his product. His two regular 
gasolines are called “Jo” and “Mo- 
Jo.” 

Hutchison added premium gasoline 
recently and the name _ problem 
cropped up again. Says Hutchison, “I 
guess we ought to call it ‘Super Mo- 
Jo Crest Extra.’” 

At present the premium grade is 
going under the “Mo-Jo” name. 

Hutchison recently built a terminal 
that he runs as a wholesale operation 
separate from his Mo-Jo Oil Co.’s 
marketing activities. He ran through 
100,000 gal. in one week right after 
the terminal opened. He expects his 
combined operation to move 5-million 
gal. this year. 


e South Carolina oil men hope 
this year’s legislature didn’t set a prec- 
edent that may lead to an increase 
in the 3% sales tax. The assembly 
adopted a bill taking 1¢ per gal. of 


the gasoline tax out of the farm-to- 
market road fund. 

The diverted money is scheduled to 
go back to the highway department 
after July 1, 1959. But the fear is 
that if there is a state deficit next 
year, the diversion may be extended, 
or 1% added to the sales tax. 


e Florida Turnpike Authority has 
begun a night flight express plan 
Rates are reduced for cars and trucks 
entering the turnpike from 10 p.m. 
to 6 a.m. Toll cuts range from 20% 
to 41%. 

e Natural gas will soon be flow- 
ing into peninsular Florida, still a fuel 
oil stronghold. That means sharp com- 
petition for fuel oil is due next year. 

A $150-million pipeline will serve 
all parts of the state (only Florida’s 
northwest fringe now gets natural gas) 
The project should be completed by 
the end of 1959. 

Florida fuel oil men know natural 
gas will cut into their sales, but they 
hope the damage will be substantially 
counterbalanced by the state’s grow- 
ing population and industry 

The pipeline was blocked for al 
most two years by fuel oil distributors 
organized as the Florida Economic 
Advisory Council. The final legal blow 
to the council came recently when the 
U.S. Supreme Court refused to grant 
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Regions 


a writ of certiorari. Earlier the U.S. 
Court of Appeals upheld FPC’s au- 
thorization of the pipeline. 

Houston Texas Gas & Oil Corp. 
plans to supply 250-million cf/d_ int- 
tially and 400-million later if demand 
is sufficient. 


e A jet fuel pipeline is being built 
in Savannah, Ga., to serve 75% -90% 
of Hunter AFB’s jet fuel needs. Tank 
cars and trucks will continue to sup- 
ply the remainder. 

The 6-inch, 9.5-mile line will be 
operated on fee and royalty by the 
Georgia Port Authority. Onego Corp., 
specializing in jet fuel pipelines for 
the air force, has a 5-year contract 
through its subsidiary Georgia Pipe 
Line Co. to transport the fuel, with 
three 5-year renewal options. 

The pipeline will deliver a minimum 
of about 300,000 gal. a day. It is 
being built by Standard Corp. of 
Houston. Cost: more than $300,000. 


e The Atlantic Intercoastal Water- 
way stretches more than 1,400 miles, 
from Trenton, N. J., to Key West, 
Fla. One of its great problems is 
bridge construction. 

Millions of motorists cross and re- 
cross the waterway. The problem is to 
get them over without holding them 
up unduly for bridge openings. 

There are 102 bridges over the 
waterway now, with 12 under con- 
struction and 12 in the planning stage 
Almost 30 more will be built within 
the next 10 or 15 years. The question 
is whether these will be low-level 
movable spans or (at greater cost) 
high-level fixed spans. In the middle 
of the controversy is the Army Corps 
of Engineers, which has to decide 

Marine interests, particularly yachts- 
men with high-masted 
holding out for fixed span bridges as 
high as 8O ft. Federal and state high- 
way departments say the 


vessels, are 


expense 
would be too great. 

The issue became acute when the 
Army Engineers permitted a 55-ft 
span in Miami, raising a storm of 
protest from marine interests. The 
ruling has been appealed to the courts 
In the meantime, two more applica- 
tions for 55-ft. spans have come in 

Ihe extra cost for SO-ft 
vs. the 55-ft. height—is estimated at 
about $500,000 for a two-lane bridge 
and $l-million for four lanes 

Ihe problem takes on added im 


spans 


portance because a cross-Sstage barge 
canal has been authorized in Florida 
If built, it will extend the inland 
waterway all the way to Brownsville 
Pex., by connecting the Atlantic and 
Gulf Coast systems C. EF. Wright 


More regions on page 21 
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Plus- 


TBA SALES 


TIRE VALVE 
EQUIPMENT 
Standard of the Industry for 
quipment and 


Original E 
Replacement 


DILLECTRIC 


Electrically Vuleanized 
os PAIRS 
“DEEP-CURE RE 
aoe TUBELESS TIRES and TUBES 
/, 
Dit LLCO 


Chemical Cur7e 


S 
PATCH REPAIR 
for TUBELESS TIRES and TUBES 


B. S. BYALL 
Sales Manager 
The Dill Manufacturing Co. 


The sales leadership Dill enjoys among so many 
Oil Company TBA Divisions is founded on the firm 
policy of cooperative assistance which has been 
advanced continuously through the many years 
since Oil Companies entered_the TBA field. 


SALES MANAGER 
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Regions 


The Southwest 





Conoco’'s Promoting Civic Spirit in the Field 


PUBLIC RELATIONS, most majors gested news releases to regional ot tive session that started in May, 1958. 
agree, should start in the field with divisional marketing heads for distri- A couple of years ago Louisiana 
jobbers, commission agents and sta- bution to local newspapers and radio voters got tired of the high taxes 
tion operators. But few majors have stations. they had been saddled with since the 
programs designed to encourage local days of Earl’s brother Huey, and put 
civic activities by field distributors. e Louisiana marketers fear the through a constitutional amendment 
Continental Oil, however, has one. state gasoline tax will be hiked from requiring two-thirds legislative ap- 
For the past two years Continental 7¢ to 9¢ per gal. if Gov. Earl K. proval of any additional tax increases. 
has been issuing “Good Neighbor Long succeeds in getting a_ safety- Now Long is reportedly out to get 
Award” certificates to its more civic- valve law repealed during the legisla- this law repealed. Marvin Reid 
minded distributors. Through April, 
82 had received the recognition—48 
commission agents, 20 jobbers, and 
14 service station lessees. 
Continental’s program started when 


its president, L. F. McCollum, read r 3 Barnett Says; 


a feature in the company’s marketing 


house organ, The Red Triangle. The | dats) BRAKE- te) :3 18 3 will provide 


article, “They’re Good Neighbors,” 


featured 12 Conoco distributors who | J ONE STOP AY 3°44 [4 ° Plus 


were doing outstanding civic work. 
McCollum decided such distributors | INCREASED PROFITS! 
should be given recognition, so he : 
established the “Good Neighbor 
Award” program. First awards went Here’s Proof... 
to the 12 people in the article. ane : 
Continental’s program is designed ( Suey QhkE SE Rue | “Our BRAKE-MOBILE, purchased 
to achieve several ends. Foremost is St ae a year ago, provides a complete One 
to get more distributors to participate = ! Stop Service for our customers. Brake 
P) ° imately $100.00 per week ...and gas- 
oline sales have increased consider- 
ably asa result of these satisfied brake 
service customers”, says Edgar H. 
Stolte, Edgar’s Shell Service, St. 


Louis, Missouri. 


in local affairs. Other purposes are to “ -? a Work yields a gross profit of approx- 


create closer relations between mar- 
keting people and distributors, to get 
favorable publicity for the company, 
and to give recognition to deserving 
distributors. 

Field reps are told to look for the 
Conoco distributor who is particularly 
active in civic work, but who is not 
letting his business suffer; his volume 
must be steady or growing. 

The names picked are sent by the i boegf B.6A Illus. Includes 
field man to the regional marketing yj Radius Grinder 
manager, who chooses the ones to rv) B-7A Includes 
submit to Continental’s public relations Brake Dokter 
department in Houston. Public rela- The Barrett BRAKE-MOBILE, a complete Port- Each of your customers spend approximately 
tions decides who gets the awards. able Brake Department, gives you the Brake $25.21 per year for Brake Service 

One lessee was found last year who Equipment needed for a fast... easy to do... high Multiply the customers you claim by $25.21 
had been mayor of Redcliff, Colo., for profit PRECISION Brake Job. this is your potential on brake service 
32 years. He was W. W. Walsh. THE BRAKE-MOBILE ... 

Another man, E. I. Herring, was a ‘ a T aaa eh ets 
Colorado state senator. At least 15 i je - a= | | 
were mayors, and over 16 city coun- ! ey) 

cilmen 

To prevent possible ill feelings, 
candidates aren't notified they’re up 
for the awards until they've been wares | Mee. | hee 


“Incidentally, we machine all four 
brake drums on practically every 
brake job.” 


picked. BARRETT EQUIPMENT CO 

When a man is chosen, the division Brake Work is the highest Profit Producer of anaes Sonne 
office puts together a luncheon or all Safety Services when all work is done in Please send FREE copy of 

: z : , * etati [_} Brake School Bulletin No. 205— 
dinner for the awarding of the cer- Jour stansam. Geshe tatauctiatin oh tb ith 
tificate. Pictures of the winners and Drum Machining alone is 92% Gross Profit. N 
what they do are carried in The Red Address 


Triangle, published quarterly. The BARRETT EQUIPMENT CO. City 


public relations staff sends out sug- 2101 CASS AVENUE ST. LOUIS 6 MO. BATS 
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Regions 


_ MAKE THE 
 10-GALLON TEST 


‘Wisco Kid’ Rides Again 


AND HE’S PLUGGING Wisconsin Independent Oil Co.’s 10-gal. test, part 
of a spring campaign introducing Wonder-Fuel Regular and Wonder-Fuel 
Premium. The test offers a money-back guarantee on an introductory purchase 
of 10 gal. of gasoline. The first 500 motorists stopping at any Wisco station 


get free 10-gallon hats. (For more about Wisco, see NPN 


The Midwest 





June °57, p109.) 


Something New in Selling 


A NOVEI MERCHANDISING 

plan built around an outdoors club 
with cameras and film for members 
has been worked out by Leonard 

Refineries of Alma, Mich. 

Leonard is organizing a wholly- 
owned subsidiary under the name of 
Leonard Michigan Outdoors Club, 
Inc. The club is acquiring equipment 
to manufacture an inexpensive but 
reliable box camera. 

This is how the plan will work: 
Leonard customers will be eligible to 
join the Outdoors Club. Members will 
get a box camera (free or at cost) 
and a written guarantee that they will 
receive film as long as they continue 
to buy Leonard products. 

The camera takes a film cartridge 
not usable in any other camera. ‘The 
customer can get 12 black-and-white 
prints and a new film for $1, or 12 
color prints and a new film for $2. 

The club plan will be tied in with 
Leonard’s new “Michigan Outdoors” 
merchandising theme and with the 
mid-summer opening of the com- 
pany’s first outdoor-type service sta- 
tions. 


e A Sunoco dealer in Hammond, 
Ind., whipped up a lather in the area 
by cutting his gasoline price about 3¢ 
gal. and advertising it against teamster 
rules. 

After more than a month of team- 
ster pressure, the dealer, a paraplegic 
ex-marine, took the sign down. He 
commented: “I had to get them out 
of my hair until I could get some of 


the legal aspects straightened out.” 

The operator, 54-year-old Victor 
Bartoszek, had signed an agreement 
with Teamsters Local 142 not to post 
price anywhere but on the pump. (All 
majors did this.) But he claimed the 
agreement was void because the team- 
sters were thrown out of the AFL- 
CIO. 

Bartoszek had defied teamster pic- 
kets by not taking down a driveway 
sign advertising 28.9¢ for regular and 
32.9¢ for premium. He got three 
“smuggled” shipments of gasoline in 
the dark of night; the picketers 
stopped a fourth. 

Newspapers played up Bartoszek as 
a tough ex-marine standing up to the 
Some dealers said, “So 
what.” The Gasoline Retail Dealers 
Assn. of Lake County stood with the 
union, wanting to avoid a price war 
in an area that had not seen one in 
a quarter of a century. 

Many dealers say it was no accident 
that Bartoszek began his fight right 
after Sun gave Lake County dealers 
a 2¢ cut. They thought they saw a 
deliberate move to start a price war. 
Sun said the 2¢ cut was a competitive 
necessity. Sun and Bartoszek said his 
actions were his own. 


teamsters. 


e Champlin Oil & Refining Co., 
Fort Worth, Tex., has established a 
new marketing division with head- 
quarters in Kansas City. The division 
includes Missouri and eastern Kansas. 
It’s headed by C. A. Hutton, formerly 
division manager in Hutchinson, Kan. 


The West 
Superdock Coming 


A SUPERTANKER TERMINAL is 
scheduled to go on stream at Los An- 
geles next spring. It will handle the 
biggest tankers afloat and unload 1.2- 
million gal. per hour. Basic structure 
is a 900x60 ft. concrete wharf. Cost: 
$993,000. 


e Washington’s gasoline tax will 
become the highest in the nation, if 
the 1959 legislature approves plans 
now being formulated by its interim 
committee on highways. 

State Sen. Nat Washington of 
Ephrata, chairman of the finance sub- 
committee, says more highway money 
is needed for the next biennium and 
a gasoline tax increase of 1¢-1/2¢ a 
gal. appears to be the best way to get 
it. Present state tax is 642 ¢. 

Washington expects to have $42- 
million for highway construction in 
1959-61, but needs $37-million to 
match $127-million of federal funds. 
This leaves only $5-million for non- 
federal aid projects, including location 
studies and right-of-way purchases. 

The highway department figures an 
additional 1¢ on gasoline would bring 
$18-million during the biennium and 
raise cost of driving only about 1%. 


e Shell Oil Co.’s moving its San 
Francisco district sales and adminis- 
trative staffs from San Francisco bulk 
plant quarters to a new 3,000-sq.-ft. 
building under construction in subur- 
ban Millbrae. 


e Standard of California was the 
fourth largest advertiser in the West 
last year, says the trade publication 
Western Advertising. Standard spent 
$4,206,762. 

Ahead of Standard were the Car- 
nation Co., $7,344,657; Max Factor, 
$5,827,821, and California Packing 
Corp., $5,201,536. 

Advertisers spent 15% more in all 
media last year than in 1956—about 
$152-million, says the trade publica- 
tion. 


e A customer who tripped over a 
bell cord in a Seattle service station 
failed to collect $53,230 damages 
from station operators A. J. Ackley 
and Keith O. Pfeiffer (N. 105th St. 
and Aurora Ave.) 

James E. Rice of Snohomish con- 
tended the fall aggravated an arthritis 
condition and charged the cord was 
installed improperly. Attorneys for the 
operators argued contributory negli- 
gence, no hazard, and reasonable care. 

Jury found for the defense, gave 
Rice nothing. 
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NEW INVENTIONS 


DEDICATED TO QUALITY AND SERVICE 


Leveling and Spot Installation NOW SIMPLE 1-MAN JOB! 


Now the BEST is even BETTER! Elimination of sag used to be 
a difficult, time-consuming job. It also took almost as long to put 
spots on an island fixture as to install the whole unit. New 
WHITEWAY features (at NO EXTRA COST) now save you 70% 
of installation time! 
Spots are now installed when unit is on the ground thru pre- 
drilled, tapped holes in wiring channel on top. No knock-out 
plugs —no tricky wiring. Just attach spot leads to WIRING 
ALREADY INSTALLED! One man can now install spots in a 
fraction of the time it previously took 2 men. 
To eliminate sag in spans, simply turn one simple, easy-to- 
reach bolt between each unit! No props, jacks, shims, or parts 
to remove or replace. Leveling is now a matter of minutes with 
WHITEWAY! In many cases also eliminates need for that third 
support post. Extruded aluminum weathere 
Since these superior time and labor saving features on qual- proof spot and wiring channel, 
ity WHITEWAY fixtures are yours at NO EXTRA COST, you with pre-drilled and tapped 


can afford no others! Ask your distributor, or write for com- holes, eliminates 90% of spot 
plete details, NOW! attachment time. Job done from 


top when fixture is on ground 
+ + + Better, neater job in mine 
utes rather than hours! 


— ——— ep ———_ Write NOW 


ae 

















—ww ° 
The appearance of [THIS FIXTURE] was changed to|TH!S}simply by turning for Details 
two easy-to-reach leveling bolts. gum 














SS 


SSS 


JUST TURN 
THIS BOLT 
TO LEVEL! | oad 


This unretouched photo shows strength of 
WHITEWAY leveling system, 


SS 


Vy 








DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IM FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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No. 23 VAPOR VENT 


Or Service Station 


f 
Underground Storage Tanks 


directs 
escaping 
vapors 

upward 


Lliminates the hazards 
of combustible 
Vapors accumulating 
at ground level. 


oer 
7 


High capacity unrestricted vent- 


ing area allows storage tanks to | 


breathe more freely, greatly in- 
creasing the efficiency of the 
faster, safer delivery features of 
modern “‘tight-fill” service. 


One compact non-corrosive alu- 
minum unit. Complies with all of 


the latest fire prevention regula- | 
tions for upward venting of gaso- | 


line storage tanks. 


i 


FORGET IT! 


Write for 
FREE 
Bulletin 


2735 Colerain Avenue 


CORPORATION 
Cincinnati 25, Ohio 


PHONE Kirby 1-5400 @) 


VALVES ¢ FITTINGS ¢ ASSEMBLIES 
for handling hazardous liquids 


| division are 


Pin, ee 
INSTALL IT! ~~~ 


| of its 


The East 


New Look in Heating Equipment 


OIL MARKETERS in Pennsylvania 
are now in the market for new oil 
equipment, as a result of new rules 
coming from State Police Bureau of 
Fire Protection. 

Here’s what they must buy: 

e Automatic shut-off nozzles for 
gasoline dispensers. Previously, auto- 
matic nozzles were approved for use 
in Philadelphia and Pittsburgh areas; 
now they can be used state-wide. 

e Larger vents on home storage 
fuel oil tanks. They now must be 1'2- 
inch instead of l-inch. Vent sizes for 
other storage range from 12 to 7% 
inches. 

e Full tank signals. They're now 
a must on heating oil storage tanks. 

e Explosion-proof motors and 
switches for electrically operated hose 
reels and pumps on new equipment. 

The new rules, says a jobber who 
helped draft them, are more reason- 


| able when it comes to spaces between 
| above-ground tanks at bulk plants or 


terminals. But overhead tanks will 
probably be more costly to erect be- 
cause steel supports must now be 
protected by fire-resistant material. 
[hey can also use concrete, masonry 


| or fire-resistant piling for supports. 


And, adds a jobber, gasoline can 
now be pumped from transports or 
delivery trucks. That means jobbers 
with farm accounts can now elevate 
farm storage so farmers can fill their 
equipment by gravity. Jobbers no 
longer need to supply hand pumps for 
such accounts. 


e Another color 
and _ better 
Tidewater’s stations in 
getting a 
scheme for the second 
many years. 

The big change: white replaces 
ivory cream as the main station color. 
lidewater is also switching the color 
bands. Red replaces green 
around the top of buildings and green 


change — For 
appearance,” 
the eastern 
new color 
time in as 


“cleaner 


replaces red as a base color. 


The changeover of station colors 
will be gradual; it'll be done as sta- 
tions need repainting. 

More immediate is the change in 


| pumping and other island equipment. 


e Jobber sets up school—Jobber 
Leo Guttman of Belle Vernon, Pa., 
wants his Texaco dealers to get into 
motor tune-up, wheel balancing, and 


| brakes. So he’s making it easy for 
| them. 


Guttman has set up a school for 
ignition work that meets once a week 
for three hours over a six-week period. 
When he found most of his dealers 
were interested, he set up another. 

Dealers pay $30 for the course, 
with most of the money going for 
manuals. They get a refund of their 
tuition, however, if they buy motor 
tune-up equipment. Guttman thinks 
most of his dealers will invest about 
$100 for such equipment and a few 
may go as high as $1,500. 

Once ignition school is out of the 
way, Guttman plans to set up a four- 
week brake school and a two-week 
wheel balancing school, with classes 
once a week. 


e What’s with the road bureau? 
Connecticut oil men aren’t sure which 
way the wind blows from the State 
Highway Commission. 

In asking for bids for twin stations 
on Wilbur Cross Parkway and Wil- 
bur Cross Highway, the commission 
opened bidding to all comers. 

Now here’s the puzzle: Jobbers had 
been frozen out of bidding on Con- 
necticut Turnpike outlets. 

Before the turnpike case, jobbers 
had been able to submit bids along 
with everybody else. What Nutmeg 
State oil men would like to know is 
this: Is the commission going back to 
the old policy or will jobbers be 
frozen out again? 

The jobbers had protested the turn- 
pike freezeout without getting any- 
where. They did learn, though, that 
the commission has more authority in 
dealing with turnpike stations than it 
has with parkway or highway outlets. 


e “Progress” Note: A 60,000-gal.- 
per-month Amoco station in Washing- 
ton, D. C., may be demolished soon 
under congressional authorization. 

Zoning rules have prevented any 
improvement of the ramshackled sta- 
tion since the 1920's, and district 
officials call it “an eyesore at one of 
the key entrances to the city.” The 
station is at Wisconsin and Massachu- 
setts Ave. N.W. 

The House and Senate have author- 
ized the National Capital Planning 
Commission to acquire the station, 
but Amoco plans to fight the ruling. 

Amoco would like to build a $60,- 
000 structure at the site, but President 
Eisenhower has vetoed two bills allow- 
ing improvements. 


‘ 


—Cornelius Brodersen 
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The Rockies 





Getting in the Swim 


USE OF TRADING STAMPS at 
Colorado service stations has mush- 
roomed with the decision of the area’s 
biggest grocery chain, Safeway Stores, 
Inc., to offer stamps in its Rocky 
Mountain outlets. 
Less than a week after Safeway in- 
troduced the stamps (Gold Bond) in 
its 133 Denver district groceries, 
scores of service stations began offer- 
ing the same brand. 
Gold Bond salesmen acknowledged 
openly they were concentrating on 
Continental Oil Co. stations in the 
area. All Conoco stations are operated 
by lessees and there has been no uni- 
form policy on trading stamps. How- 
ever, there had been fewer Conoco 
stations offering stamps than most 
other major brands. 
The stamp company kicked off its 
drive by calling a general meeting of 
Conoco dealers. A substantial number 
of the independent dealers turned out, 
and within a week a majority of the 
Conoco lessees in metropolitan Den- 
ver were reported offering stamps. out of 
Oil marketers expressed amazement 
at the swiftness sa extent of the every YS OIL 
trading stamp boom triggered by 
Safeway’s decision. 
Some station dealers who had been | W ce i N YO U Oo & 7 e R iT 
reluctant to use stamps said they felt 
Safeway’s decision made it imperative 
“for everybody to get into the swim.” Bennett Oil Merchandisers make it 
In the Rockies, service stations are e 
second to groceries in the use of easier to sell add quarts 


trading stamps. 


e Juvenile delinquents in Denver SELL 
are dealing misery to oil company more oil with STOW 


credit card systems. Bennett Oil Merchandisers put island display 
The latest spree ended in the arrest the oil right on the island — a 
of 18 high school students who al- within easy reach — where cus- ~ a 
mitted they used stolen credit cards tomers see it and buy it. Hand- SB ol 
for oiling, gassing and equipping their somely designed and sturdily 
cars with accessories. built, Bennett Oil Merchandis- 
Detective Cornelius Wykstra_ esti- ers pay for themselves many 
mated the oil, gasoline and accessories times over in increased sales, i SAVE 
obtained exceeded $400. time and steps saved. Illumi- ’ steps and 
Wykstra said he recovered 10 sto- nated Sign available. Panel = « end clutter 
len credit cards. At least two were Lock ends pilferage and there’s 
stolen from a service station where no need of moving the display 
customers had left them while their when station is closed. 
cars were being serviced. Most of the The Bennett “Rule of 4 Plan” 
others were stolen from parked auto- shows you how to sell more oil 
mobiles near the high school the easier and make more money. 
youths attended. Write for it today. 
Lys see oldest youthe, both 18, Traditional Bennett Quality 
were charged in police court with ob- 
taining money under false pretenses, , 
‘ » - ie ; FS <Smd IS 
and the 16 others, ranging from 15 Z 2 Bennett Pump Division, 


to 16 years of age, were charged in foun - JOHN Woop COMPANY © Muskegon, Michigan 


used cans 


juvenile court with delinquency. 
—Frank Pitman 


IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto + Montreal « Winnipeg + Vancouver 
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with | vill porcelain enamel stations 





multiple pump 
operators get 


sales appeal at 


TT 


a saving 


This new and modern concept 
in porcelain enamel has flexi- 
bility in station design. Bays 
and pylons can be added in 
vivid colors to suit your identity 
or trade mark. Avoncraft por- 
celain enamel is light, durable, 
maintenance-free... stays 
bright and clean. And should 
the traflic pattern change, your 
stations can be moved to a new 
location . . . fast! For sales 
appeal with economy, consult 
Avoncraft now! 


Send for our illustrated brochure 
showing Avoncraft stations in 


full color. 


architectural Products 
A DIVISION Oo F 


AVONDALE MARINE WAYS, INC. 


o30.#N & W O REL EAN S$ SS. LA. 
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Louisiana Oil Marketers 





Associations 


An Old Spectre Comes Back to the Bayou 


AN OLD GHOST, known unaffec- 
tionately by commission agents every- 
where as “by-pass,” rose up to damp- 
en spirits somewhat at the recent an- 
nual meeting of the Louisiana Oil 
Marketers Assn. in New Orleans. 

Meeting right after the NOJC and 
API mid-year meetings, LOMA mem- 
bers echoed many of the same prob- 
lems that had been kicked around all 
week—such things as price wars, sta- 
tion “overbuilding,” lack of fast com- 
munications “with the top,” future 
role of jobbers and agents in market- 
ing, and legislative matters. 

But for Gulf Oil’s consignees, all 
problems took a backseat to one. The 
Gulf men had been notified just prior 
to the meeting that Gulf was starting 
a big “by-pass” program June 1. 

The Gulf program, they had been 
told, would bring terminal-to-curb de- 
livery at most stations controlled by 
company lease. Low-volume (prob- 
ably below 7,500 gal.) would not be 
affected, but most others would. 

How the Commissions Work—The 
Gulf consignees said their commissions 
under the new program, would gen- 
erally be on this basis: 

On stations still supplied by the 
consignee, Commissions would remain 
at 1.75¢ gal. on premium, and 1.65¢ 
gal. on regular. On by-passed stations 
where the consignee had some invest- 
ment, commissions would be cut to 
1.15¢ gal. On all other by-passed out- 
lets, the “over-ride” would be 1¢ gal. 

Agents of other suppliers kidded 
the Gulf boys, saying that the same 
thing had happened to them several 
years ago. And most pointed out that 
their “over-ride” was less than Gulf 
was allowing. 

The few Gulf agents on hand said 
they didn’t like the idea. Some added, 
however, that the “over-ride” may 
give them “a deal that we can live 
with—we'll just have to work with it 
and see.” 

Jobbers Ask Questions—Many 
marketing problems were aired at a 
LOMA panel discussion, which had as 
panelists major-company representa- 
tives J. M. Parks of Shell; P. V. Rome 
of Esso Standard; C. B. Prescott of 
Gulf, and R. H. Gravlee of American 
Oil. Jobber panelists were Harry Hu 
ber (Shell); Herbert Rapp of Denver; 
E. K. Bennett of Longview, Tex., and 
Curtis Parker (Amoco). 

Here are some of their questions 
and answers: 

e Why have so 


many stations 
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been built? 
slowed down? 

Suppliers weren't in agreement that 
too many had been built. As Esso’s 
Rome put it, “In this business, you 
either go forward or you slip back. 
You never stand still.” Gulf’s Prescott 
said his company had built heavily 
since 1956 to catch up with what 
others had been doing all along. 

All said they have retrenched on 
their building programs. Prescott said 
Gulf will build only 90 stations during 
the balance of 1958 in his S5-state 
southeastern area. 

e Do companies expect expensive 
stations to pay out? How many years 
do they allow? 

The answer to the first part was 
“yes.” As for the second part, Shell’s 
Parks said, generally, 15 years. He 
pointed out, however, that each sta- 
tion is an individual case. Gulf’s Pres- 
cott said his will pay out, or “you'll 
have another panelist up here.” 

e Are there likely to be any big 
changes in distribution systems? Will 
companies switch more to direct op- 
erations in the future? 

None expected any big changes in 
the marketing philosophies of their 
companies, so long as present systems 
“get the job done.” Amoco is about 
85% jobber in the Southeast, Shell 
about 70% in the same area, and Gulf 
and Esso are mostly commission or 
salary-operated in the Southeast. 

Parks said Shell is “very happy” 


Has the building trend 


Tennessee Oil Men 





with its present setup, “but there's 
room for improvement on both sides.” 
Prescott said “there’s more security” 
for the supplier through consignee o1 
salary operations. 

e Does a jobber jeopardize his in- 
dependence by accepting supplier aid 
in building stations? 

Supplier panelists didn’t think so 
Amoco Jobber Curtis Parker did. He 
said Amoco’s Gravlee was a fine man, 
and he would trust any financial aid 
deal he got from him. But, said 
Parker, Gravlee might get transferred 
“and his replacement could be an 
SOB. I want my independence.” 

e What about commercial account 
pricing? Who is causing the below- 
jobber-cost selling, and what can be 
done about it? 

Hard-pressed independents are as 
much responsible as anybody else was 
the answer, although some 
didn’t agree. Majors, the panelists re 
presenting them said, have to stay 
competitive or lose the business. 

One jobber pointed out he had 
heard a glowing report about how 
much business marketers could expect 
from highway building programs 
Then he told of bids of below 10¢ 
for highway contractors business. He 
couldn’t see how such pricing prac- 
tices would help anybody 

LOMA voted to let jobbers join 
NOJC if they wish. Several NOJC 
members had met with LOMA’s 
board, urging such action 


jobbers 


Margin Troubles Mar Outlook 


THE BIG HEADACHE of most 
Fennessee jobbers is temporary allow- 
ances, and they complained of the 
persistence of depressed markets as 
they gathered on Lookout Mountain 
for the Tennessee Oil Men’s Assn. 
spring meeting. 

Looking at the Civil War battle- 
grounds of Chattanooga and Chick- 
amauga, they were reminded of the 
price war battlefields of Memphis 
Nashville and Knoxville. Apart from 
margins, most reported that business 
was all right so far—in some cases, 
pretty good. 

[wo jobbers were reported experi 
menting with dual operations, setting 
up private-brand stations in addition 
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to their regular major-brand stations 

LeRoy Schneider, Sun jobber, Roa 
noke, Va., was a featured speaker. He 
told how to apply creative thinking to 
oil marketing. Also on the program 
was a panel discussion of jobber 
supplier relations, featuring John Get 
Phillips 
McDaniel 
dealer-distributor rela 
tions, Socony Mobil; John Henderson 


good, general sales manager 
Petroleum; 


manager of 


George D 


Cities Service jobber, Morristown, and 
Carlyle Jennings, Socony jobber, Mut 
freesboro, with Frank Breese, NPN 
moderator. A Hawaiian 
luau built around a southern barbecue 
of spareribs and chicken highlighted 
the social festivities 


editor, as 





Virginia Petroleum Jobbers 





Now Jobbers Pay Their Tax Direct 


AFTER LONG AGITATION and 
plenty of spadework by jobbers, the 
tax collection level has been changed 
in Virginia: starting July 1, the jobbers 
will be allowed to pay motor fuel 
taxes direct to the state instead of to 
the supplier. 

Payments aren’t due until the last 
day of the month following the month 
in which the product was bought. That 
means the jobbers retain use of their 
money and accumulate interest up to 


60 days longer than under the old 
tax collection setup. 

This was the good news for the 75 
jobbers attending the Virginia Petro- 
leum Jobbers Assn. annual meeting. 
The bad news wasn’t really news to 
most of them. Price wars are still 
popping up all over the state. One 
area settles down, another erupts. 

Wooing Fuel Men—For the first 
time, fuel oil dealers were invited to 
attend the meeting, with an eye to 
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Champion's line of air compressors from 

Y2 to 10 hp, gasoline or electric powered. 

Slow speed means thermal efficiency —domed 
pistons and valves of Swedish razor blade steel. 


* Except for belt trouble, which happens now and again 
with even the best compressors. 


HAM PIO WN pneumatic MACHINERY CO. 


810 North Pleasant Street ¢ 


Princeton, Illinois 


interesting them in joining. Some 
10-12 were there, especially to hear 
Charles Burkhardt, secretary of the 
distribution division of the Oil-Heat 
Institute. Dave Catterton, executive 
secretary, reports most of the gasoline 
jobbers in the state are already in 
VPJA. To keep the membership grow- 
ing, they are soliciting the state’s 300 
fuel oil distributors and hope even- 
tually to set up a fuel oil division. 

More Work—VPJA is still finding 
ways to make association meetings 
more useful to members by getting 
more constructive work done. Last 
fall they initiated subcommittee meet- 
ings. This year they voted to extend 
the business meeting to two days from 
one. Guest speakers will probably be 
invited for the second-day program. 

As has been the custom, the Jast 
day will be a joint meeting with the 
Virginia Oil Men’s Assn. 


New England OHI 





Cost Data Coming 


HEATING OIL MEN in New Eng- 
land now have a clearer picture of 
what’s expected of them and what 
they can expect from the cost analysis 
survey that will be made of their in- 
dustry. 

The picture was cleared up at New 
England OHI’s annual luncheon meet- 
ing by the man in charge of the 
project, Walter Salmon, research di- 
rector for Harvard Business School. 

The survey will try to dig up plenty 
of information that oil men consider 
confidential. Salmon urged them to 
give out with the data and rely on 
the reputation for integrity that Har- 
vard Business School has built up in 
handling cost analysis surveys for 
other businesses. And they were as- 
sured that all questionnaires will be 
coded to eliminate any chance of 
personal identification. 

The final report will give detailed 
facts and figures about heating oil 
operations of different sizes. It will 
also show average gross and net profit. 

Figures will be given in averages 
and percentages so oil men can com- 
pare their operation with others. 

The final report is expected to give 
many recommendations on how some 
costs can be cut. 

And oil men expect some form of 
uniform accounting system to come 
out of this effort. 
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BOY, SINCE WE 
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Dy 
HEY JOE, DON'T 
FORGET TO SWITCH 
THOSE TIRES 














FOR HIGHER PROFITS PER JOB... 


GLOBE /i07{n/c/ HOISTS 


The most versatile hoist for service station work is the Globe “Frame- 
Kontact” Hoist. It provides greater accessibility to underside parts. It 
lifts all today’s cars and light trucks at manufacturers’ recommended pick- 
up points with ample room to spare, and is designed to lift the cars of the 
future with equal efficiency. Eighteen inch “Continental-18”° Adapters 
rotate 360° for a maximum reach of 87” in length and 75” in width. 

Greater underbody accessibility plus relaxed wheel suspension 
reduces servicing time up to 50°c.. Increase profits on individual servicing 
and repair jobs 30° to 50%. 


select 


No hoist on the market today offers so many benefits for the service 

station. Detailed specifications of Globe “Frame-Kontact” Hoists and all 

other famous Globe Hoists for the Automotive Industry are given in a 

new 28-page Catalog. Write to Globe Hoist Company, East Mermaid 

Lane at Queen Street, Philadelphia 18, Penna. Get your free copy now! 
THE WORLD'S MOST COMPLETE LINE OF AUTO- 
MOTIVE AND HEAVY-DUTY TRUCK HOISTS 


“FRAME-KONTACT™ FREE-WHEEL TYPE, AUTO ROLL-ON TYPE, AUTO 
TwO-POST 


"tf: | Sew 


TwO POST, AUTO TWO-POST, TRUCK FOUR POST ELECTRIC, AUTO 


ZS, GZ mh. 
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Pennsylvania Petroleum 





Market Outlook: Better But Not Best 


KEYSTONE STATE oil 
didn’t have much to say for the record 
at the annual spring meeting of 
Pennsylvania Petroleum Assn. Only 
one resolution came up for a vote. 

[he jobbers adopted the resolution, 
asking suppliers to return to posted 
tank wagon prices that reflect true 
marketing conditions. As one jobber 


jobbers 


price and then make all sorts of dis- 
counts and voluntary allowances so 
that we'd never know where we were 
eg 

Lack of action at the meeting is 
no sign jobbers are perfectly happy 
with the state of oil marketing in 
their area. They are gratified, of 


course, that deep-cut price wars seem 


acknowledge that price wars aren't 
completely licked. “Let’s say,” one 
jobber remarked, “that prices are 
better than they were at our fall 
meeting.” 

And they see trouble ahead in 
Sun’s Willard Wright’s Ohio declara- 
tion that the days of the private 
brander’s traditional price spread are 


says, “They'd post a over. 

Jobbers are fighting hard to keep 
what commercial gallonage they have. 
“Majors tell us that we aren’t entitled 
to that business. Others say they aren't 
going to take on any more commer- 
cial business at a loss. But we hear 
of prices that tell a different story,” 
says one. 

Another jobber says some majors 
are going too low on station rentals 
just to get their high-investment out- 
lets manned. “It makes it just that 
much harder for us to get dealers on 
a rental we think we ought to have 
to make our investment pay. Then 
they wonder why some of us cut 
prices,” he adds. 

More Money for Many Jobbers 
had a lot to say about service station 
business. Many report they are ahead 
of 1957 sales. 

But others report a softening. Some 
put the entire blame on the recession. 
Others say bad weather conditions on 
weekends contributed. And another 
group blamed station over-building, 
too. 

On the Heating Oil Front — Heat- 
ing oil jobbers probably got more out 
of the meeting than gasoline jobbers 
did. A special panel discussion was 
devoted to their problems. 

Ray Nathan, president of Oil-Heat 
Institute of Long Island, told the oil 
heat men the only way to fight natu- 
ral gas is through a strong, active 
trade association that could (1) resell 
present oil users on the value of oil 
as a fuel; (2) sell oil heat to those 
using other fuels; (3) presell new- 
home owners on the value of oil 
heat, and (4) sell the builders on oil 
furnaces. 

Charles Eyster, York heating oil 
distributor, outlined ways of cutting 
delivery costs through faster bulk 
plant loading, faster pumping from 
trucks to the home storage tank, and 
eliminating some of the tasks drivers 
now perform. 

The value of checking burners by 
instruments to increase burner effi- 
ciency was stressed by Howard 
Nunnally of Auburn, N. Y. 


tank wagon to be on their way out, but they 


GET A WAYNE DD-1 HAND PUMP FOR: 


DOUBLE 


[ACTION Double action dia- 
phragm hand pump 
that works easily with push-pull opera- 
tion. Pumps up to 20 gallons per minute. 


Ia ase iy Made for quick easy 
service of light-medium 

oils, alcohol, lube and flushing oils, 

anti-freeze, kerosene and fuel oil. 


DEPENDABILITY 


Many exclusive features, plus flow with 
both push and pull strokes assure de- 
pendable delivery. 


Built for extra service 
QUALITY with Nylon shaft bear- 
ing, integral O-Ring seal, double dia- 


phragms, non-clogging screens and self- 
closing valves. 


These DD-1 Wayne Pumps can give you 
double service life in pumping. Write for 
complete catalog to... 

THE WAYNE PUMP COMPANY 


Division of Symington Wayne Corporation 
SALISBURY, MD. 
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One of a series—to acquaint jobbers with the Pure Oil franchise 


Facts for Jobbers 


from Pure Oil 


PURE jobbers are well known and respected citizens of their communities. They are intimately 
aware of local conditions and problems. Those are important reasons why PURE prefers to 
sell through jobbers in most communities. 





PURE believes in jobbers. Over 40% of PURE bulk plants are jobber plants. Another 40% 
are distributor operated plants. 


Since 1950 the number of jobber bulk plants has increased from 324 to 406, an increase of 20%. 


PURE jobbers benefit from the national prestige and product acceptance created by the 
company’s advertising every other week in The Saturday Evening Post. 


Pure Oil jobbers are served through local management which has authority to make decisions 
and take a personal interest in each jobber’s success. 


If you are interested in growing and profiting 
with an aggressive, forward-looking oil company 
under a successful, selective marketing program, 
call or write Pure Oil’s District or Division 
Manager in your area, or Retail Marketing 
Department, The Pure Oil Company, 

35 E. Wacker Drive, Chicago 1, Illinois. 


It pays to be sure with PURE 
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Connecticut Petroleum 





Nothing to Worry About—At Last 


OIL JOBBERS attending the annual 
Connecticut Petroleum Assn. meeting 
in Hartford seemed to agree they’re 
in pretty good shape. 

Gasoline price wars, for one thing, 
aren’t causing any 
For the past several months, depres 
sed price conditions have straightened 
themselves out. The little remaining 
price-war activity is carried out solely 
among comes out of 
their own pockets. 


more headaches 


dealers, and 


FIG. 347 


\ ete. 


For the return to more normal 
price conditions, jobbers are willing 
to give the majors a bouquet. “It 
says one jobber, “that majors 
may not start price wars but they 
sure as hell are a factor in keeping 
them going. And it shows they can 
stop price wars when they want to.” 

Prices returned to more normal 
conditions as major after major cut 
all voluntary allowances to dealers. 

And Business Is Good Jobbers 


shows,” 


FIG. 148 


Vapor Losses Are Costly 


They can be greatly reduced 
by the installation of the cor- 
rect Morrison Conservation 
Vent. 


Available in spring loaded, 
weighted and oil seal type. 


Write for further details. 


MORRISON BROS. COM PANY 
OIL EQUIPMENT HEADQUARTERS 


DUBUQUE, 


1LOWA 


have no complaints about service sta- 
tion business. Although the state re- 
ports about 90,000 unemployed, gaso- 
line consumption for the first quarter 
is 2.5-million gal. ahead of the same 
year-ago period. February was over 
5-million ahead of the same period in 
1957. 

March consumption fell about 2- 
million gal. from March, 1957. The 
fault was laid to the end of the price 
War. 

Sticky Money — The only cloud in 
the sunny sky is accounts receivable. 
Jobbers say they are having a harder 
time collecting from dealers and 
home heating oil accounts. It’s not 
because they haven’t got the money, 
apparently. Deposits in state banks 
are showing steady increases. People 
simply seem to be holding onto their 
money longer before they decide to 
pay up. “What were 30-day accounts 
are becoming 50- and 60-day ac- 
counts,” says one jobber. “It calls for 
a better collection effort on our part, 
more phone calls to get our money.” 


North Carolina Jobbers 





Cleaning House 


NORTH CAROLINA Oil Jobbers 
Assn. met in an aura of good fellow- 
ship, but it wasn’t blind to self-criti- 
cism. The grievance and ethical prac- 
tices committee reported that some 
of the members, both jobber and as- 
sociate, weren't living up to the ethics 
of the association and suggested they 
shape up or ship out. 

Individual names weren't given, but 
specific charges were. They are: 
1) jobbers violating franchised terri- 
torial rights, usually under the guise 
of an allied transport company; 
2) jobbers selling to independent 
service stations located within the 
jobber’s own territory; 3) associate 
members selling to commercial ac- 
counts below prices to jobbers, and 
4) equipment dealers interfering with 
jobber-dealer contracts by urging 
dealers to change to an unbranded 
gasoline in order to sell them the 
necessary equipment. 

Another highlight of the spring 
convention was a credit workshop 
sponsored by the North Carolina Oil- 
Heat Council—especially timely be- 
cause of the credit extended this year 
during the much-colder-than-normal 
heating season. 
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| How fo cut costs of 
Pumping Bulk Petroleum products 


YOU'LL GET YOUR ANSWERS IN THIS 
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R. M. “Mac” Crowder, 5719 W. Hanover St., Dallas, Texas Henry D. Fairlie, 76 Beaver Street 
New York 5, N. Y R. L. Faubion, Sr., 2525 S. W. Blvd., Kansas City, Missour joe R. Mooney, 
3162 Chartres Street, New Orleans 17, La E. P. “Ted” Muller, 784 Jersey Street, Denver 2 

Colorado R. E. Sanderson, 221 llth Street, San Francisco 3, Calif Nebar Supply Co., Inc., 
3000 Western Avenue, Seattle, Wash A. R. Sedgebeer & G. W. Mullin, 2711 South Hill Street 
Los Angeles, California A. L. Sobey, 624 South Michigan Avenue, Chicago 5, Illinois C. €. 
“Red” Weaver, 4223 Cincinnati-Brookville Road, Hamilton, Ohio John F. Young, 6200 Kelly Street, 
Pittsburgh 8, Penna. E. “Al” Zahl, 1516 So. 5th Street, Minneapolis, Minnesota 


Your nearest 
RED JACKET 


REPRESENTATIVE 
has complete information 





Automatic sub-surface filler for 





57 gallon drums. Pp — c _Sf/p 04 


Vortex lance filler for petroleum products. 


Mantes Fillers operate solely on air pressure . . . the 
most practical and economical power for filling 
machines. They are simple in design, comply auto- 
matically with all safety codes, reduce insurance 
costs and do not require the costly voltage regula- 
tors, electronic devices and explosion-proof fittings 
of conventional fillers. Mantes Fillers operate 


Top-Rl drum tier for 57 gollen Sub-surface drum filler for 57 gel- either semi-automatically or fully-automatically. 


drums lon drums Representative models are shown in the adjoining 


photographs together with data on typical filling 
jobs. Compensating for drum weight variations, 
they fill liquids of any viscosity by net weight at 
any temperature or pressure to an accuracy ot 

1/10th of 1°, . They automatically taper-stop the 
liquid to the pre-set net weight and cut off flow 
without drip. Mantes Fillers are 1009 complete 
weighing and filling machines with tare controls, 
air switches, regulator, valves and fittings factory 
assembled. Just hook up to the existing air pres 
sure and start filling. Detailed information on 


a 


GQuerter-barrel filler ; Sun iaitie filler Mantes Fillers for all operations is available on 


re quest, 


W’ rite for circular 
T. R. MANTES CO. 236 FREMONT, SAN FRANCISCO, CALIFORNIA 


DISTRIBUTORS: HOUSTON, TEX., A. T. Cornelius @ DALLAS, TEX., Nicol Scales, Inc. @ BETHEL PARK, PENNA., R. D. Roberts @ CHICAGO, ILL., Costello-Milazo Co., BROOKLYN 
N. Y., Detecto Scales, Inc. @ INDIANAPOLIS, IND., J. B. Dee & Co., Inc. @ LOS ANGELES, CALIF., Productive Equipment Company, and King Sales Engineering Co. 
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BOWSER | 5 ©)Q©) series 


REMOTE PUMPING SYSTEM — 


FA 


HI-RELIABILITY PEDESTALS 


Performance-dependability with tested public appeal result from clean, PeoDe 3 en] 
functional exterior and interior design of the new remote pedestals by 
Bowser. A few of many new features are listed below as examples: 














ADVANCED FEATURES 


King-size Tele-View dial. 

Giant optional brand panel. 
Brilliant reflectorized lighting. 

360° visibility monitor light. 
Glide-guide hose snubber. 
Stainless steel scuff plate. 
Easy-start, 180° turn, switch handle. 
Fingertip pushbutton reset. 
Self-purging Xacto Meter with top 
inlet, bottom outlet; graphited 
Teflon piston seals; new large dial 
for easy, dry calibration; and new, 








easy-access mountings. 


Bowser “1500” Pedestals with Bowser Extractable 
Pumps provide matched systems of unsurpassed 
efficiency. Low first cost and long, maintenance- 
free service make the combination today’s best 
remote system. 


Write for folder 
“FACTS ABOUT BOWSER 
REMOTE PUMPING SYSTEMS” 





1301 BOWSER, INC. 1301 E. CREIGHTON AVE., FORT WAYNE, INDIANA 
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Never before —a fluor ‘as esc Jab amalolelelilelanam-tam-1elolem-le 


Vial el—iii-avs- lel ham oka ola ler— 


Designed for 
better 
such illumination 


So much for 
the money 


—so much light... 


long service ...so little — with a new, 


operating and simplified design, 
maintenance costs. that makes the 
most effective 
use of high level 


power groove 





Built to last 


lamps. 


— with porcelain enameled 
steel . . . outdoor- 
engineered to assure long, 


trouble-free performance. 


PROVE TO 
YOURSELF 


how you can get the advan- 


Sells itself 


tages of efficient, modern 


— with its low initial cost, fluorescent lighting in a fix- 


its big savings in operating ture that pays for itself in a 


and maintenance costs 
and its high output of 


fluorescent light. 


GUARDIAN 


SOO NORTH BLVD. 


few months with the sav- 
ings in operating and main- 
tenance costs. Write for the 


new Guardian Bulletin B26. 


tatd COMPANY 


OAK PARK, ILLINOIS 
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Bucksyes O’1 punch 


ends slow, messy fuel oil delivery 


@ This balanced type valve controls fuel flow 
at all pressures— opens effortlessly, closes without 
chatter. Its compact design delivers high capacity 
for faster delivery. The Buckeye No. 9361 valve 
construction eliminates “liquid pockets” after the 
valve has been closed, reducing excessive dripping. 
The No. 9361 is also available with internal check 
valve. Constructed of lightweight aluminum, the 
No. 9361 valve is easy to operate and maintain. 
The entire valve assembly, guard, and inside seal 
is removable without the use of special tools or 
equipment. Available in 1144” to 114” sizes. 





(2) The Buckeye No. 8702F swivel, with ex 
clusive “O” ring seal and nylon bearings, extends 
the service life of fuel oil hose. No more kinks, 
twist, or damaging tensions on hose. The Buckeye 
swivel allows the hose and valve to turn independ 
ently. Manufactured for 114” and 114” sizes. 


Complete details are available in the new |! BUCKEYE IRON & BRASS WORKS, Dept. NF 
Buckeye Catalog. For your FREE copy write: ! Box 883, Dayton, Ohio 


Send me Buckeye’s Free catalog for details on the No. 9361 
J ! Valve and the No. 8702F swivel 
! NAME 


BUCKEYE IRON & BRASS woRKS ;  “*® 
Dayton, Ohio CITY 
Valves and Fittings for The Oil Industry 
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Emergency 


Vapor-tite 
Fill Tube 


Truck Tank 
Emergency Valve 


Ball Check 
Valve 


Safe-T-Matic 
Hose Nozzle 


Utility 
Nozzle 


Anti-splash 
Deflector 





new from 


Oil handling products—ingeniously designed 
to do the work more easily, more efficiently, 
more surely—examples of McDonald keeping 
pace with the oil industry’s progress. 


PLATE 236W VAPOR-TITE FILL TUBE WITH SIGHT 
GLASS—attach to hose, lower tube into fill 
pipe and press down on handle. Rubber 
sealing sleeve expands, forms safe, va- 
por-tight connection. Made of Almag 35, 
strongest cast aluminum alloy known. 
Sizes: 2”, 3’x 2”, 3” and 4”. 

PLATE 250 EMERGENCY VALVE-- install in in- 
take line at base of gasoline dispenser. 
Fusible link protects against fire hazard; 
machined groove in outlet side breaks 
and shuts off product flow if dispenser 
is moved or knocked over. Valve can be 
manually operated, Features plug for 
testing submersible pump. Size 1/2”. 
PLATE 238 SAFE-T-MATIC HOSE NOZZLE— the 
newest automatic nozzle on the market. 
Positive shut-off; Exclusive 
shock eliminator; Built-in check valve; 


Features: 


CENTURY 
we sanvit® 





Finger tip precision opening; eliminates 
pump damage; prevents damage to car 
finish; no field service required; auto- 
matic shut-off; removable spout. 

PLATE 253 ANTI-SPLASH DEFLECTOR — attach 
to bottom of fill pipe; prevents splashing 
of liquid or rolling of tank sediment 
when filling. 

PLATE 219 TRUCK TANK EMERGENCY VALVE— 
aluminum alloy elbow-type, flanged 
valve, for truck tanks with underneath 
control operation. Opens by lever at bot- 
tom, or loop at top. In case of accident, 
valve closes automatically. Size: 3”. 
PLATE 252 BALL CHECK VALVE — an under- 
the-pump aluminum valve. Plastic ball 
seals against ‘O’ ring seat; no stem to 
stick; dirt practically eliminated. Face 
plate easily removed for servicing with- 
out breaking pipe connections or re- 
moving valve. Size: 14”. 

PLATE 820 FUEL Olt NOZZLE — light, rugged 
bronze, effortless operation, chatter-free 


MSDONALD’S 


opening and closing, largest volume of 
flow possible. Contains McDonald’s 
Shock Eliminator to preserve nozzle, 
line, pump, and all other connecting 
parts from damage due to sudden shock. 
Sizes: 1’”, 14’. 

PLATE 251 UTILITY NOZZLE — gravity or 
forced feed through full-flow 1” body. 
Designed for farm servicing units and 
general utility use. Made of tough, die 
cast aluminum; pressure tested. Sizes: 
%”’ and 1”. 

PLATE 249 UP-FLOW VENT— gasoline vapors 
dissipate upward. Heavy rain storm can’t 
force water into vent pipe; dirt passes 
straight through to ground without clog- 
ging vent. Provided with flame-arresting 
screen. Meets strict municipal codes. 
Sizes 12” and 2”. 


These products, like all McDonald products, 
are thoroughly tested before shipment to 
insure long, trouble-free service. For further 
information, write today! 


v=) ALY. MSDONALD MFG. CO. 


< MiDonald ( 


4 > 
% , 
Ar reps S 


Oil Equipment 


Brass Goods °* 


Pumps °* 


$ 12th and Pine Street, Dubuque, Iowa 


Drains 
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PARANOX-BLENDED O/LS KEEP ‘EM CRAWLING! 


Cats are tough customers. But certain lubricants have a way with them... 
lubricants blended with Enjay Paranox® detergent-inhibitors. These oils save 
wear and tear on a cat’s innards... keep them clean... keep them purring! 
Enjay has developed the only complete line of high quality additives (Paramins”). 
To make sure your lubricants consistently meet the most exacting 

specifications insist on Enjay Paramins. Pioneer in Petrochemicals 


ENJAY COMPANY, INC., 15 West 5ist St., New York 19, N. Y. - Akron + Boston + Charlotte - Chicago - Detroit - Los Angeles - New Orleans + Tulsa 
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Progress Model 90, 1200 gal., 3 compartments. 
Mounted on Chevrolet Model 6403, 84” C-A, 154” WB. 


ime qualityw 
Sserwvice 
ependability 


Tops in performance, design and service, Progress truck tanks are 
custom built to meet particular requirements. Available in any capacity 
and number of compartments, Progress custom built truck tanks 

do particular jobs better. Call, wire or write Progress or your 

nearest Progress representative for complete facts on all modern 


Progress truck tanks. 


MANUFACTURING COMPANY, INC. 
ARTHUR: ILLINOIS 
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yg YOUR LUBE DepaRTMENT UP-TO-DATE? 


for the cars from ‘38 to ‘58 


get modern ARO LUBE EQUIPMENT 


THE ARO EQUIPMENT CORPORATION 
GENERAL OFFICES—BRYAN, OHIO @ Piants at Bryan and Cleveland, Ohio 
Aro of Colif., 3141 S. Grand Ave., Los Angeles 7, Calif. 

Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 


LUBRICATION EQUIPMENT 
ARO Automotive — Farm 
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Appearance and efficiency count when motorists pick a dealer 
for lube service. They like to do business with a service station, 
car dealer or garage that has the modern progressive look you 
get with ARO Lube Equipment! This is also the sign of faster, 
more efficient service . . . producing greater profit. 

Choose ARO overhead reels, drum cover models or portable 
cabinet lubricators for your needs. You’ll like ARO’s trend 
setting styling and profit-boosting performance. See your ARO 
Jobber now! 


AROLUBE sales and service 





“Our new Ford C-1000 with aluminum 


tank trailer hauls | 700 gallons more 


per trip’ 


Says Wesley White 

Branch Manager 
Zephyr Oil Co. 
Grand Rapids, Mich. 


\ie'y 


Wa: 


_—— 
f " : GAS CL 


Orn 
NE* 


” en wr 
—_—— roa aaa eae tae rm on, 
Ole COMPANY — 


a 


“We get ideal weight distribution and outstanding 
performance from our Ford Tilt Cab Tractor 
powered with the big Super Duty V-8” 


‘We've used Ford trucks for 26 
years and always had good results 
from all of ’em. This office has 10 
Fords for fuel-oil deliveries and 
supplying 15 gasoline stations in 
and around Grand Rapids. 


“Our new ’58 Ford Tilt Cab 
with 477-cu. in. engine hauls the 
biggest payload of any semi-trailer 
tanker I know about in the state. 


This C-1000 has a 111-inch wheel- 
base, 11,000-lb. front axle, and a 
sliding fifth wheel. It hauls a 7,700- 
gallon 35-foot aluminum tank 
trailer. That’s 1,700 gallons more 
payload than we could carry be- 
fore with the same 65,000-lb. Gross 
Combination Weight. 


“Ford’s Super Duty V-8 engine 
sure has lots of power, and our 


drivers like the tilt cab’s maneuver- 
ability, vision and riding comfort. 
We like the payloads, time-saving 
maintenance ease, and dependa- 
bility. You see, our business is 
built on reliable service, and dur- 
ing our peak seasons we can’t 
afford delays or downtime. And 
for 26 years Ford trucks have 
proven their durability and low 
operating costs.” 


Official registrations show AMERICAN BUSINESS BUYS MORE FORD TRUCKS THAN ANY OTHER MAKE! 


42 
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Whatever 
your business... 


there’s a 
Ford truck 
for your 


special needs 


Newest addition to the Zephyr Oil fleet, this 1958 
Official registrations for 1957 show that C-1000 Ford Tilt Cab with 260-hp Super Duty V-8 
American business buys more Ford trucks engine hauls 7,700-gallon tank trailer to supply modern 
than any other make. There are many Zephyr stations. 
reasons for this popularity . . . many rea- 


sons for you to make your next truck a Ford! : ; — ; 
y . Shown below are two of the Zephyr Oil Company’s 


Ford trucks are your best buy! Ford’s Fords being filled for fuel-oil deliveries. The tank trailer 
initial costs are low and resale value is at the left handles the long runs and the tank truck at 
traditionally high. The value-packed Ford the right is used locally. 

Tilt Cab trucks offer exceptional payloads, 
maneuverability, service accessibility and 

driving ease. They’re America’s most 

popular tilt cab line, by over two to one! 

Only Ford offers the economy of Short 
Stroke power in all engines, Six or V-8. 

And Ford’s Heavy Duty V-8’s offer new, 
advanced durability features. The modern 
Ford Six, available in Light and Medium 
Duty F- and P-Series trucks, is equipped 
with an economy carburetor that gives you 
up to 10% greater gas mileage. It’s plenty 
peppy, too, with more horsepower per cubic 
inch than any other six in its class. 


Ford’s rugged cab and chassis construc- 
tion means these new ’58s are built to last. 
All this plus the proven fact that Ford 
trucks last longer adds up to America’s 
No. 1 truck value. 

See your local Ford Dealer for the latest 
in ’58 trucks or the best in A-1 used trucks. 


FORD TRUCKS COST LESS 


LESS TO OWN ...LESS TO RUN ...LAST LONGER, TOO! 
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ICE-CONDITION YOUR GASOLINE FOR WINTER DRIVING NOW 


Use UNICOR’- LHS—give customers sure-fire 
prevention of carburetor icing. Why take chances with 


your reputation next winter? Make sure your gasoline is safeguarded 
against carburetor icing. Give it sure protection with UOP’s amazingly 


effective new anti-icing agent—UNICOR-LHS! 


UNICOR-LHS added to your gasoline keeps cars rolling, customers happy. 
Convenient and economical to use, this fast-acting new anti-icing addi- 
tive can be introduced anywhere—refinery, bulk plant or filling station 
at less than half the cost of ordinary anti-icers. Furthermore, UNICOR- 
LHS retains its effectiveness indefinitely after adding to gasoline. 


One of a widely-used line of UOP inhibitors and additives for improving 


liquid fuels and protecting equipment, you can depend on UNICOR-LHS 
to do the job—to prevent carburetor icing, stop stalling. 


For samples or commercial quantities, 
and how-to-use-it information, write: 


oP UNIVERSAL OIL PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S.A. 


UNICOR-LHS OFFERS THESE 6 BIG ADVANTAGES 


1) MOST POTENT anti-icing agent, not just a de-icer. 
Prevents stalling due to ice formation—40 times more 
effective than alcohol types. 2) NO DILUTION of gas- 
oline. Used in low concentration, causes no significant 
loss in BTU value of gasolines. 3) CONVENIENT, ECO- 
NOMICAL. Less than half the cost of ordinary anti-icers. 
Applied anywhere—refinery, bulk plant or filling station. 
4) INSTANTLY MISCIBLE in even lightest components 
of high vapor pressure winter-grade gasolines, is not 
water soluble. 5) PREVENTS RUST and corrosion all 
along the line—from refinery processing equipment 
through distribution and storage facilities. 6) PROVIDES 
FULL PERMANENT PROTECTION until fuel is burned. 


IMMEDIATELY AVAILABLE—samples, commercial quan- 
tities and information on most economical way to use. 


This diagram shows 
how thin coating of 
ice on carburetor 
valve shuts off gaso- 
line mixture, causes 
idling engine tostall. 
UNICOR-LHS pre- 
vents such ice forma- 
tion and stalling. 
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PLYMOUTH 


reasons why It’s 
essential for every gasoline 
retailer to stock and sell... 


All five Chrysler Corporation cars use Auto-Lite Resistor Spark 


Plugs with Power Tip as original equipment. These plugs should be 





replaced with identical plugs if top performance is expected! 





Power Tip was specially designed to meet the 
extreme demands of higher-horsepower, higher- 
compression engines in Chrysler Corporation 
cars. The Resistor built into these plugs is 
an important part of the ignition circuit. 
Auto-Lite Resistor Spark Plugs with Power 
Tip provide maximum power and long plug 
life, suppress radio interference, and keep these 
engines “fired up” at all speeds! 


Only 7 Power Tip numbers cover nearly all 
overhead-valve V-8 engines (and most 6-cylin- 
der overhead-valve engines) in all these cars: 
Buick, Cadillac, Chevrolet, Chrysler, De Soto, 
Dodge, Edsel, Ford, Hudson, Nash, Imperial, 
Lincoln, Mercury, Oldsmobile, Studebaker, 
Packard, Plymouth, Pontiac, Rambler. 


THE ELECTRIC AUTO-LITE COMPANY eo TOLEDO 1, OHIO 


AUTO-LITE MAKES A COMPLETE LINE OF SPARK PLUGS INCLUDING STANDARD, 
RESISTOR, MARINE AND SMALL-ENGINE, AIRCRAFT, DIESEL-STARTING AND TRANSPORT. 





DE SOTO CHRYSLER IMPERIAL 


AUTO-LITE 


RESISTOR SPARK PLUGS WITH 


POWER TIP 


EVERY DAY MORE DEALERS ARE INSTALLING 
POWER TIP TO BE SURE OF SATISFIED CUSTOMERS 





Smart dealers know they can depend on Auto-Lite Spark Plugs 
with Power Tip to protect their most valuable asset . . . customer 
satisfaction. That’s because Power Tip ‘“‘fires up’”’ today’s over- 
head-valve engines at all speeds. 

Many dealers are standardizing on Power Tip for all overhead- 
valve engines because it takes the ‘‘guesswork”’ out of spark 
plug selection. Install Auto-Lite Spark Plugs with Power Tip 
and be sure of completely satisfving your customers. 

Ask for the new, simplified wali chart that shows the one 
Power Tip number that's best for each of America’s 19 makes 
ot passenger Cars. 





The oil industry knows NPI can deliver 


For years NPI has served the varied 
NWEHEON PRODUCTs Needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
with years of trouble-free use built into 
a alae them has been met. In addition, the ca- 
Soli Plaster, 400. Tenens, Ceneds pacity to deliver on schedule, without 
ei Rion wre Pe fail, has established NPI as the most 

reliable supplier of illuminated filling 

station signs. 


INCORPORATE! ID 
E.izmma, Ohio U.S.A... 


We operate filling stations. Please have The services of a Signvertising® Engi- 

a Signvertising Engineer call. neer to help you modernize your entire 
sign program are available with no obli- 

NAME gation. Just use the coupon at the left. 

TITLE 

WRITE TODAY — Use this coupon to get 


the services of a Signvertising® Engineer. 
No obligation. 


COMPANY 
ADDRESS 
CITY 
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GUIDED MISSILE EXPERTS 
want Delco DC batteries. That’s why they’re easier to sell. 


Three separate surveys were made by three different national magazines. All proved that Delco 
is America’s No. | battery preference. But why not? Delco Dry Charge batteries stay factory- 
fresh, they're priced right, and backed by General Motors warranties that are good all over 
the United States and Canada. More than that—Delco is supported by the strongest advertising 
in the industry: on TV, “High Adventure with Lowell Thomas”; on radio, Lowell Thomas 
Newscast; plus full-page ads in Life, Look, Post, and Reader’s Digest. Maybe none of your 
customers are guided missile men, but battery sales will rocket anyhow if you stock Deleo. You 
see, it’s easier to sell Delco DC, because more people know Delco DC, 


Quality built by Delco-Remy 
distributed nationally through 


: AAO ie = 
cM U MS mem §6General Motors leads the way—Starting with Delco Batteries 


UNITED MOTORS SYSTEM 
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FILTER-SEPARATOR 


removes water and dirt from... 


JET FUELS 
FUEL OILS 
KEROSENE 
GASOLINE 
SOLVENTS 





- a 

| «= ah bee 
Or its Wt ol 
} in? (yj) | | 


pf Obs) | 


REFINERIES 
TERMINALS 
BULK PLANTS 
TRUCK FILLSTANDS 
and AIRPORTS 


( 


Tested, and meets applicable full-flow perfor- 
mance requirements of MIL-S-254A as modi- 
fied and MIL-F-8508B. 


Patent No. 2657808 
and others pending. 


CAPACITIES FROM 150 
THROUGH 600 g.p.m., 
based on jet fuel. 


—— - Metal Cage 
@ Fina ms ‘ 


|b Perforated 
Metal Cage 


r= Cloth 
Outer Sleeve 


m— Cloth 
Cartridge Wrap 


The proved Bowser Filter-Separator operates automati 
cally with highest efficiency even when “slugs” of water 
are encountered, Waste water is ejected to disposal line. 


meee 


i 


bid 





a hae 
AAAY 


ef oo 


|_— Fiberglas 


Water is removed by a Bowser-developed coalescing 
Coalescing 


action using pre-densified Fiberglas. Filtration employs 
inside-out flow to trap dirt for easy disposal. Single-stage 
operation uses fewer parts, is trouble-free. Cover-lift 
permits one-man lift-out cartridge inspection. Low main- 
Compact. A.S.M.E. construction, Durable. 
Easily installed. 


tenance 
Sat 


BOMSER 


NATIONWIDE SALES. 
AND SERVICE 


Write for 


REGIONAL OFFICES: 


BOWSER, INC.., 


Medium 
|_— Filter Medium 
L— Gasket 











| — In-Flow 


Bulletin Fig. 842 for Complete Specifications 


1301 E. Creighton Ave., Fort Wayne, Ind. 
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The AMERICAN FARMER 


is an IMPORTANT OIL CUSTOMER... 
make it easy for him to BUY IT... STORE IT... USE IT 


0 om, bid! 
‘a ey ae ; : \ # 


‘ 
7% 


Ma, 


wih medern quality 


elevated farm storage tanks 


The economical handling of fuel and lubricants 
is an important factor in the conduct of a suc- 
cessful modern farm. Time and money may be 
saved by the use of adequate portable storage 
facilities. modern quality elevated farm 
storage tanks provide filling stations when and 
where they are needed. 


modern welding company 


incorporated 


Owensboro, Kentucky 


BURLINGTON, IOWA * NEWARK, OHIO © ORLANDO, FLORIDA * HOUSTON, TEXAS 
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The dealer who supplies this equipment is 
usually the one who gets the business. Fill out 
the coupon below and drop it in the mail. Let 
us tell you what modern quality Tanks can 
do for your business. 


MODERN WELDING COMPANY 
1500 East 12th Street 
Owensboro, Kentucky 


{_] Send Free Catalog 
[_] Have Representative Call 
NAME 


ADDRESS 





mn Mud fom 
DYE CONCENTRATES’ 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE e LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT © THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT e THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates 


eens CALL US COLLECT 
to customer ’ =. FOR FAST 
specifications. a 7 ACTION 


« ~~ 
Samples and ia a PHONE 


description | yA S| Mulberry 
MANUFACTURERS OF DYES AND CHEMICALS 4-1726-7 


t. 
UPON reques FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


*Patent Pending 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 McLean Blvd., Paterson 4, New Jersey 


ae a eo © 3 Br. Soo] MO). ere). 1s 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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TODAY’S 


Head for Figures 


6 Improvements In The is full of New Ideas! 
Veeder-Root 


The men who “man the pumps” never had it so 
“HEAD FOR FIGURES” ag 


good, as with today’s Veeder-Root Computer. It’s 

1. Faster, Easier Resetting: New faster and easier to read and reset. And both reset and 

controlled reset cycle guarantees uni- nozzle are on the same side, so there’s no need to 
form resetting action. walk around the pump. 


. Fewer Moving Parts: An impor- Maintenance men, too, like the simplified design 


tant new factor in control of operating which means better service with less attention. 
costs. - = ‘ 
Finally, Mr. and Mrs. Public find the face easier to 


» Complete Page of co read .. . and can always be sure of a guaranteed 
izers gives these vital parts better accurate count. 


protection. 
In these and other ways, Veeder-Root works con- 


stantly to improve computer operation . . . and to give 
better and better protection and service to gas sta- 
tions and gas buyers. 


. Interlock Feature makes sure 
computer is reset before next sale is 
made. 


. 16% Larger Figures make read- 


ing far easier. VEEDER-ROOT INCORPORATED 


Hartford, Conn. * Greenville, S. C. « Altoona, Pa. « Chicago 
: New York « Los Angeles * San Francisco * Montreal 
. Offset Wheel Construction helps Offices and Agents in Principal Cities 
provide improved lighting. 


For the 
Service 
Station 
of GUD: 
aelaalelageh, 7 LB ee Fite 
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CAPACITY RATINGS 





WHY THE CRANK CONTROLLED ROTOR MEANS 
BETTER MEASUREMENT FOR YOU 


FEWER PARTS—Simple crank and 


linkage 


friction bearings combine to produce 
greater flow rates and longer life. 


controls 


A simple crank linkage now maintains 
positive control and permanent timing 
over the measuring vanes in Rotocycle 
meters. The advantages in this construc- 
tion translate into: 


HIGHER CAPACITY RATINGS—Rotocycle 
meter ratings have been increased approxi- 
mately 20% in all sizes. 


LONGER LIFE—Fewer parts and many less 
wear points mean longer meter life, easier and 
more economical maintenance. 


PERMANENTLY TIMED—There is only one 
possible way to assemble this new rotor and 
this method automatically positions the vanes 
for correct timing. 


QUIET OPERATION—The new, balanced crank 
and link construction eliminates all objection- 
able noise. 


Write for bulletin describing Rockwell 
Rotocycle meters in full detail. 
Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. 


YOU GET ALL THESE ADVANTAGES 


and sturdy anti- 


POSITIVELY TIMED—In assembly, the 
flat of each control arm engages a 
mating flat on each vane. Parts are 
permanently locked for correct timing 


CONVERSION KITS AVAILABLE— 
Earlier model Rotocycle meters can 
be converted to new crank control 
by economical conversion kits. 
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GO UP 


IN ROCKWELL (0700/06 METERS 


WITH CRANK CONTROL 


200 800 
. : eens 
400 gpm 1000 gpm 


normal capacity —_ normal capacity [~] 















































| 80 gpm 600 gpm 


minimum normal capacity 


























Model 400 Rotocycle 
80 gpm. min. to 400 gpm. 
normal capacity 























/ gpm 

















minimum 




















—+- 











Model 600 Rotocycle P P 
120 gpm. min. to 600 gpm. Conservative Ratings 


normal capacity The “normal” capacity ratings shown above are 
well below the maximum capacity at which each 
model Rotocycle meter will operate. The term 
“normal” was chosen to describe the operating 
ceiling at which each model meter will perform 
durably and accurately over long periods of 
time. The excess capacity built into every Rock- 
well Rotocycle meter is, of course, a highly 
desirable safety factor. 





























200 gpm 


minimum 


| 
_— 
| | 


























Model 1000 Rotocycle 


200 gpm. min. to 1000 gpm. 
normal capacity 


ROTOCYCLE METERS 


NOTE: The three types of registers— another fine product by & 


printing, large reset and non-reset— 

shown on meters above are all inter- ad O C K Vs al Zz a 
changeable on all model Rotocycles to 

suit the needs of the service. 
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NOW- shower by Si inche! 
nmeNEW EATON TANDEM 
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11g SAVES 400 POUNDS 


OF WEIGHT*— 
WITH INCREASED STRENGTH! 
SIMPLER, 
MORE COMPACT 
DESIGN! 


Hauls more legal payload 
Simpler construction—fewer parts 
Inter-axle differential with lock 
Easier to service 

Wide range of gear ratios 


More than Two Million Available with single reduction or double 
Eaton Axles in Trucks Today. reduction axles 


*38 Series 


For Complete Information See Your Truck Dealer 
ay 


AXLE DIVISION 
MANUFACTURING COMPANVYV 
CLEVELAND, OHIO 
PRODUCTS: Engine Valves * Tappets * Hydraulic Valve Lifters * Valve Seat Inserts * Jet Engine Parts * Hydraulic Pumps 


Motor Truck Axles © Permanent Mold Gray Iron Castings * Forgings * Heater-Defroster Units * Automotive Air Conditioners 
Fastening Devices e Cold Drawn Steel * Stampings * Gears ® Leaf and Coil Springs * Dynamatic Drives, Brakes, Dynamometers 
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GETTING NEW CUSTOMERS— 


With each 7 gallon purchase, service 
stations offer a set of four sparkling 
Anchorglass tumblers in regular carrier 
packs or the new ‘‘Pillar Pack’’ 

shown at right. A typical station reports 
sales during a weekend promotion 

were up 6 times over an ordinary weekend. 
More important, sales the following 
weekend were 216% higher than an 
ordinary weekend. Many customers 
attracted by the special promotion 
became permanent customers. 





BUILDING TRAFFIC— 


For new Station openings, one of the 
major oil companies uses an 
Anchorglass decorated refrigerator 
chiller and matching fruit juice glasses 
They offer the chiller free with the initial 
purchase, then one fruit juice glass 

is given free with each subsequent 
purchase for a period of six weeks. 

This promotion quickly establishes the 
station on a profitable basis. 


Anchor Hocking has the right kind 
of PREMIUM for every kind of problem! 


The brightest way to solve any sales problem is with 
sparkling Anchorglass premiums. These exciting 
sales builders have plenty of appeal — plenty of 
pulling power, are wonderfully practical, too. 


Anchorglass premiums look expensive but they 
cost much less than you’d think. They can be sup- 
plied to fit any budget from 5¢ per unit and up. 
Some users make them self-liquidating. Anchorglass 
premiums don’t cost—they pay with increased sales 
and profits! So mail this coupon today and let an 
Anchorglass premium specialist start working for 
you. No obligation, of course! 
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ANCHOR HOCKING GLASS CORPORATION NPN-7-8 
Premium Department, Lancaster, Ohio 


Yes, | would like to have you show me how an 
Anchorglass premium plan can help me. 
CO 
COMPANY 
ADDRESS - 
>) STATE 


ANCHORGLASS PREMIUMS 


make you money... make you friends 


ANCHOR HOCKING GLASS CORPORATION ¢ LANCASTER, OHIO 


57 
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“WE ADVERTISE IN 
BUSINESS MAGAZINES TO 
BROADEN OUR REPUTATION” 


“Business magazines provide the audience we believe it important 
to reach,” states David W. Harris, Board Chairman of Universal 
Oil Products Company. “With an established reputation in the 
petroleum refining field, it is essential to our long-range planning 
to increase the recognition of our services and products in industry 
and finance. Our advertising program in business magazines is 
helping us accomplish this objective.” 


IF WHAT YOU MAKE OR SELL is bought by business and 
industry, you can “‘mechanize”’ your selling by concentrating your 
advertising in one or more of the McGraw-Hill magazines serving 
your markets. “‘Mechanized selling”’ helps create acceptance and 
preference for your products and services .. . gives your salesmen 
more time for making specific proposals and closing orders. 


NC GRAW-HILL PUBLICATIONS 


App McGraw-Hill Publishing Company, Incorporated 
330 West 42nd Street, New York 36,N.Y. 





6 STEPS TO A 
SUCCESSFUL 


SELLING 
CLOSE 


MAKE A 
CREATE | PROPOSAL | ORDER 


AROUSE 
Mine al InTEREsT | "REFERENCE 


MORE ADVERTISING HERE MEANS MORE SALES TIME HERE 
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Atlantic 








Frank discussion of industry problems. 
of marketing ideas. Effective two-way communications. 
Person-to-person coaching system. Mutual confidence. 

These are some of the reasons why such a close rela- 
tionship exists between the distributor and top manage- 
ment at Atlantic. This covers all phases of the business, 
from dealer training and financial counseling to developing 
plant facilities and building new business. 

Through a special Distributor Advisory Committee, 
Atlantic and the distributor work together as a team to 
establish and clarify marketing policies and objectives. 





60 





Ime is alway*#opg 


Free exchange 


istributor. .. 






Whether it’s gasoline, heating oil, motor oil, or any 
of Atlantic’s many products, Atlantic Distributors are al- 
ways assured of highest quality. 


And with every product bearing the Atlantic name 


goes the marketing knowledge and experience gained in 
88 years in the petroleum business. 


For complete information about an Atlantic 
Distributorship, please write or call The Atlantic 
Refining Company, 260 South Broad Street, Phila- 
delphia 1, Pennsylvania, 


The Atlantic Refining Company 
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UNLY PEAK 


ANTITREEZE 


UFFERS A PROGRAM LIKE THl5! 





ROUND-THE-CLOCK ADVERTISING for six 





weekends in September and October on 








STARRING THESE FAVORITES 


¢ 
wath Fibber McGee and Molly 


INITOSR 


“whe wee Recio Networks weekend-listening service" 


Bob and Ray 





Paul Winchell and 
Jerry Mahoney Ed Gardner 


of Duffy’s Tavern 


Backed by reminder ads Monday thru Frida 
for 8 weeks in Veadlng local newspapers 


Your customers will be hearing about PEAK with RUST- 
GUARD (the exclusive CSC combination of anti-rust 
ingredients) . . . at home, on the road, and in public places 
for six star-studded weekends over NBC’s 190 powerful 
radio stations starting September 13. /t’s the biggest anti- 
freeze selling program in radio network history. And it’s a 
PEAK exclusive. 

Your customers will be seeing and listening to the details 
of the Expert Dealer Pre-Winter Checkup service on radio 
and in newspapers. And they'll be looking for the sign of the 
Expert. Feature PEAK this year and discover for yourself 
how this proven sales plan creates new anti-freeze customers, 
helps overcome price competition, and boosts related winter 
item sales. 


Don’t forget, there’s a special allowance of $.06'2 per 





gallon for early PEAK deliveries. This is given so that you 
can offer GUARANTEED ANTI-FREEZE PROTECTION, 
Order now from your PEAK and NOR’WAY” Anti-freeze 
supplier. Tie-in and sell more. 


Non war. 


44 
ANT! REEZE 






ANTI-FREEZE 


La 
:  aNTlFREEZE 
f PROTECTION 


AUTOMOTIVE CHEMICALS DEPARTMENT ¢ COMMERCIAL SOLVENTS CORPORATION © 260 MADISON AVE., N. Y. 16, N. Y. 
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No new 
model car has 
ever obsoleted 

the Weaver 





Twin Post ee, aa 
Lift! 









ig 


’ - ba 
a . e 
handles them all! 2: :=cc=: 

ee years ago shows 1938 Chevrolet on 


Weaver Twin Post Lift. 








This great all-purpose lift is rail-less, and pro- 
vides unobstructed chassis accessibility — lifts cars 
at outer ends of lower control arms for com- 
pletely relaxed front suspension and proper ball 
joint lubrication and the safe way to handle Air 
Suspension cars — without deactivating Air Con- 
trol Valves. It handles all 1958 models — or older 
models — long, medium or short wheelbase. Cur- 
rent model Weaver Twin Post Lifts, with stand- 
ard adapters easily handle jobs that can not be 
raised on other make lifts. 
IF YOU HAVE Weaver Twin Post Lifts — you'll 
be glad to know that your lifts have not been 
made obsolete because of changes introduced in 
some 1958 cars and trucks . . . Speciz -w wide . age 
ane ow cc Aan nn ge be teers NEW WEAVER FRONT SADDLE SPOT- 
ss wt F7 ES TING DEVICE (shown above) makes it 
packages — by Weaver will enable you to bring s § tes 
: easy to correctly spot adapters under the 
your equipment up-to-date. 6g See j : : 
proper lifting points. Operator simply in- 





Se: 


LONG CARS: Photo shows 149%” 


wheelbase Cadillac “Fleetwood” on 
Weaver Twin Post Lift. 





Weaver Passenger Car Size Twin Post Lifts are serts shift lever (A) into left (B) or right 

regularly furnished with standard 60” wheelbase (C) socket to adjust corresponding adapt- 

adjustment. Other wheelbase adjustment ranges er in or out. 

from a minimum of 36” to any desired maxi- ‘ ia ; 

mum available. ANY MODEL Weaver Twin Post Lift now SHORT CARS: This 1957 Rambler, 
in use can be modernized with this new wheelbase 108”, is raised on the 
Front Saddle Adapter Spotting Device. same Weaver Twin Post Lift. 


WEAVER MANUFACTURING CO., SPRINGFIELD, ILL., U.S.A. 


SERVICE SHOP EQUIPMENT 


Complete line includes: Twin Post Lifts . . . Triple Post Lifts . . . Single Post Roll-on, Free-Wheel and 

Frame Type Lifts . . . Bumper Lift . . . Car Washers . . . Wheel Alignment Equipment . . . Head- 

light Testers .. . Brake Testers . . . Wheel Balancing Equipment . . . Jacks . . . Wheel Dollies 
. and Air Compressors 
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C 


out of every dollar spent on 
















38 


automotive products is spent by households 


that read a single issue of LIFE 


Among your customers, LIFE-reading households are 
big buyers. For in communities everywhere, LIFE reaches 
31% of U.S. households in an average week. 

And these 31° account for 38%, of all consumer auto- 
motive expenditures. 


This means that 38¢ out of every automotive dollar 
is spent by households that read a single issue of LIFE. 
No wonder in 1957 advertisers invested $47 million 
more in LIFE than in the next leading magazine. No 
wonder advertising in LIFE is the advertising most often 
used for tie-in displays. 

Every LIFE household counts. Make sure you get 
your share of their dollars by featuring the brands that 
are advertised in LIFE. 





Source: LIFE’s Study of Consumer Expenditures, an analysis of $200 
billion spent by U.S. households for consumer goods and services in 1956 


COTTE 
Only [I] 73 gives you so much selling support... 
so swiftly, so surely 
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MONEY BACK 
GUARANTEE 


Use any Skelly product. Give it what you 
consider to be a fair trial. You are the sole 
judge. If it does not satisfy you in every way, 
go to the station where you made your pur- 
chase and your money will be cheerfully 


refunded. 
Skelly Oil Company 




















Only Skelly Jobbers Can Offer New Accounts 


The Strongest Consumer Guarantee 
In The Entire Oil Industry 


By now almost everyone knows 
that Skelly has Keotane® — the new 
gasoline formula that has proved it can 
bring in enough new customers to boost 
a dealer’s gross profit $10,000 a year. 


But Skelly also has another important 
asset that’s worth additional thousands 
of dollars every year to Skelly jobbers 
and dealers. And that’s the famous 
Skelly Money-Back Guarantee. 


Read this guarantee carefully. It con- 
tains no double-talk. It means exactly 
what it says. And Skelly customers 
know it. 


isn’t this the kind of company 
you would like to do business with? 
Then why not decide now to find out 


Keotane is a trademark of Skelly Oil 


SKELLY OIL 


Marketing Department ¢ 


St. Paul . 
Denver 


Kansas City ° 
Wichita ° 


Division Offices: 
Tulsa e 


more about the advantages of becoming 
a Skelly jobber, including: 


1. Lowest consumption motor oil in the 
industry, Skelly Supreme Motor Oil. 


2. Complete and exclusive TBA line for 
plus profits. 

3. The hardest-hitting advertising sup- 
port in the industry to help Skelly 
jobbers and dealers win new cus- 
tomers. 

for qualified 


Liberal financing 


jobbers. 


SKELLY 


605 West 47th Street @ 


Send today for free booklet, “Would 
You Like To Increase Your Gross Prof- 
its $10,000 A Year?” 


Write G. H. Fent, Skelly Oil Company, 
605 West 47th Street, Kansas City 41, 
Missouri. 


Company, Kansas City 41, Mo. 


COMPANY 


Kansas City 41, Mo. 


Des Moines e 
Aberdeen e 


Omaha ° 


Dallas ° St. Louis 


Chicago 


Proud symbol 
of Skelly’s 
rapid growth 
and faith 

in the future 
in this 
modernistic 
new 
identification 
sign, which 

is rapidly 
becoming 

the identifying 
insignia of 
Skelly stations 
everywhere. 
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Find the firm going places...youll find Ip STONES! 


h5-9000 11467’ Fishliegh LAkewood 3.5689 
5500 BLAKE OIL SERVICE 


45689 — Rd MUrray 4-5690 


tf iT d 
12368 Fund LAkewood 4.7902 
19678 Apple Lane MUrray 4-3367 
& AL'S SERV 
3402 Strawberry Rd 
iy SIDE FUEL SERV 
D2 Lundigan 
Johanson 
St LAkewood 4.5593 
Fuel Co 
MUrray 4-7732 
LAkewood 3-6677 


ny 
UMrray 4-8854 
VILLAGE 


LAkewood 6-5554 
MUrray 7-6640 


DRexe! 8-7750 


WAverly 4-3386 
WAverly 3-4489 


LD oll. co. 


IBUTOR 


nace : 
eating Mo 


all heating pid 
ot Water heaters 


TANKS REPLACM? 
” Waver 


Whether you operate one truck or twenty trucks, you can’t buy a tire that costs 
less per mile than Firestone. Billions of miles of carefully kept fleet records 
prove Firestone truck tires outwear all others. 


Firestone has always built extra stamina into every Firestone truck tire. But 
now Firestone brings you a brand-new kind of tire rubber—Firestone Rubber-X. 
Exhaustive truck tire tests proved Firestone Rubber-X is the longest wearing 
rubber ever used in tires! 


Teamed with S/F (Shock-Fortified) cord, Firestone Rubber-X means still more 
trouble-free mileage, still lower costs per mile. No wonder now more than ever, 
more going concerns go on Firestones! Ask about Firestone Rubber-X at your 
Firestone Dealer or Store. That's the place for fast, dependable service, too! 


YOU CAN'T BUY A TUBELESS OR TUBED TIRE 
THAT COSTS LESS PER MILE THAN FIRESTONE 


Copyright 1958, The Firestone Tire 
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TRANSPORT 


Firestone 


BETTER RUBBER FROM START TO FINISH 


NORTHWES1 
RICHMOND AND 
SUBURBAN AR 
Richville— Bunker } 
South Lane—Luna ( 
Gardendale — Lakep 
Avondale — Wilsonv 
Gray Park 
For prompl delivery « 


VErity 4-000: 


76389 Abercrombi 


Banting Oil Co Stove & Furnace Oils 
Courteous Delivery Servic 
23009 Fawgroove 
CONSOLIDATED PETROLEUM C 
156 Penn Dr Kt 
DOOLITTLE Ol. CO 
41894 Nebraska . \ 
Everieigh Oil Service 
0 Linden 


EL & HEATING 
d Leet Or 
ERN Ol CQ 
¢ St Ly 


+ 


es 
rf_2 
ay 
DL 8 
ngton 

SUBURBAN 


ANY 
Dr 


: 


SUPER ALL TRACTION 
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Keep hoth traffic 


ALWAYS 
SPECIFY 


TOKHEIM 
VALVES! 


It's false economy to settle for less than the best in 
valves. Speed and efficiency of station service de- 
mand valves that function perfectly all the time. 
That’s where Tokheim comes in. The only valves 
this company makes are specifically designed for 
the petroleum industry which this firm has served 


for 57 years. 


Tokheim Valves are twice-tested at the factory 
against leakage—use-tested and proved in thousands 
of installations. All working parts are cadmium- 
plated. For submerged pumping systems, or con- 
ventional suction pumps, a/ways specify Tokheim 
Valves. See your dealer, or write direct for new 


8-page, full-line bulletin. 


duct flowing emoothly... 


Model 1098 Impact Safety 
Check Valve, with threaded 
or Dresser end, 1%” or 2”. 


baie 
4 








Model 1099 Impact Safety 
Check Valve with Fusible 
Link. Otherwise as 1098. 





PS!) 


Model 1091 Vertical Check 
Valve, with poppet built into 
cover. 14%” or 2”. 


Model 1092 Angle Check 
Valve, with double poppet. 
In 1%” and 2” sizes. 





Model 1094 Single Poppet 
Foot Valve, 1”. Also with 
double poppet, in 14%”. 





| 


Model 1095 Horizontal Check 
Valve, removable poppet 
assembly. In 14%” or 2”. 


for faster, emoother, safer station service! 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 


EIM 


VALVES 


1650 WABASH AVENUE, FORT WAYNE, INDIANA 
Factory Branch: 475 Ninth Street, San Francisco 3, California 


Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A.G., 


Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 
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AGAINST HIGHWAY RELOCATIONS 


Here’s how : Standardize on LUSTERLITE Porcelain Enameled Service Sta- 
tions now. Right away you'll get the advantages of rapid construction, customer 
attraction, and thrifty maintenance. And as traffic patterns change, you will 
cash in on the big bonus advantage of LUSTERLITE Construction: 


LUSTERLITE Stations can be moved... easily, efficiently, econom- 
ically. You can put them where the business is. And as construction 
costs rise, your LUSTERLITE Stations will grow in value. 


For permanent value... LUSTERLITE Service Stations are your best buy! 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 





We must look at the space age 
| through eyes like these 


Ne STANDARD OIL COMPANY OF CALIFORNIA 


plans ahead to serve you better 


One day they’ll come to focus on a career—in science... 
law... philosophy... medicine... engineering... the arts. 


To prepare our youth in these challenging times, help is needed 
as never before say educators. Many companies are responding 
with financial and other aid. 


Standard long ago recognized its obligation as a good citizen to 
help support our education system and for 20 years has encour- 
aged and assisted young minds to explore the wide field of learning. 


We have helped hundreds of students attend college, 241 this 
year alone. Included in our program are scholarships, graduate 
fellowships in engineering, science and business plus financial aid 
to university departments concerned... broad projects in basic 
research... outright money gifts to schools. 


Besides these, a program of ‘‘learn by doing’’ kits, film strips, 
motion pictures, booklets have been used and acclaimed by 
teachers. To millions of children, the Standard School Broadcast 
has long meant an opportunity to hear and enjoy good music. All 
of these projects are continuing. 

Worthwhile? We think so, because one of the most productive 
investments is in human beings—those who in time to come will 
take over responsibilities in industry and in our nation. 





Progress in education means... 


Preparing for 2,500,000 additional students 


in U.S. colleges and universities by 1968. 


1968 


5,500,000 


1958 


3,000,000 
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ON DUTY IN 





FRAM-—-WARNER LEWIS 
LIQUID SEPARATOR / FILTERS 


146 of these FRAM-WARNER LEWIS vertical water 

separator/filters now are on duty at United States Air Force 

bases in Spain. Designed and manufactured by the world leader in 
filtration and separation, this equipment fulfills a strategic 

role in the nation’s defense —not only in Spain but also in many other 
global spots. Warner Lewis separator/filters 

remove water and solids from liquid fuels to highest 

specification standards. Revolutionary features 


assure simplified, minimum maintenance 


“Installation by 
Samford-Markowitz, Contractors 


Y «© TULSA, OKLAHOMA 


DIVISION OFFRAM CORPORATION 
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BATTERY SEPARATORS 


<= ere a ha NR eet At eae Ne Xe 


For premium batteries: 
U.S. PEERLESS* microporous rubber 


For medium-priced batteries: 


U.S. SENTINEL** resin-impregnated, 


reinforced with plastic ribs 
For competitive-priced batteries: 


U.S. REVERE* resin-impregnated 


die / “JS” SEPARATORS provide 
the finest battery insulation 


U.S. Rubber Peerless Separators are especially 
valuable in protecting batteries during summer or 
tropical heat, keeping them at their peak for the 
freezing weather when full power is needed to turn 
over the motor. Overcharging, concentrated battery 


acid or plate pressures never damage thes rae 


Mechanical Goods Division 


tors. The superior features built into them prevent 
disintegration. 

U.S. Rubbegsis the world’s largest producer of 
battery separators —it is your best Yurce of supply 
in everyprice range. Write United’ States Rubber, 
Rockeféller Center, New York 20, NY. 


*Patented 
**Patent applied for 


* "£Z 5 re edie 
United States. Rubber 


See things you never saw before. Visit U. 


S. Rubber’s New Exhibit Hall, Rockefeller Center, N.Y. 
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AVERAGE BLENDING VALUE AND BLENDING 
VALUE RANGE FOR PRESSURIZING COMPONENTS 


RESEARCH 


P| ee 
(J) 1 - pentane 





T i - PENTANE 





TEST METHOD 
MOTOR 


ee Oe CS 


Vv 


ee _ | i-PENTANE 


wv 


a ee 


100 105 110 


15 120 


BLENDING OCTANE NUMBER VALUE 


The Du Pont Petroleum Laboratory has 
recently completed a significant road and 
laboratory study of the blending value of 
pressurizing agents. The results are par- 
ticularly important because they were 
obtained with high octane stocks in high 
compression ratio cars. 

The vapor pressure control materials 
studied in the tests were n-Butane, iso- 
Butane, and iso-Pentane. 

Several typical fuels were made up 
from combinations of light and full- 
range cat-cracked stocks; C; and C7 plus 
reformates; a thermally cracked reform- 
ate; an aromatic extract and an aviation 
quality alkylate. 

The blends were treated with the three 
pressurizing agents and rated both in the 
laboratory and on the road. Road ratings 
were conducted in three 12:1 compres- 
sion ratio cars, All finished blends con- 


JOHN J. GREYTAK is 
an engineer in the road 
antiknock group at the 
Du Pont Petroleum Lab- 
oratory. He is co-author 
of the paper ‘'Road 
Octane Numbers of To 
morrow's Gasolines in 
Tomorrow's Cars’ 
which he presented at 
the API Refinery Meet- 
ing in May 1957, 


Average blending values are shown by the arrows. The length of the bar 


indicates the range of the blending values in the different base fue 


Blending values of pressurizing agents in 
tomorrow's gasolines and engines 


BY Jd. J. GREVTAK 


tained 3 cc. of tetraethyl lead per gallon. 

This table shows the average octane 
blending values of the three pressurizing 
agents: 
OCTANE AVERAGE BLENDING VALUES 

T T 

NUMBER n-Butane | iso-Pentane | iso-Butane 
- + + 
Research 103 | 104 110 
Motor 102 11] 


Road ) 106 115 


+ 





Although i-Butane is shown to have 
the highest octane blending value of the 
three pressurizing agents, the amount that 
can be used in a commercial gasoline is 
limited by its high vapor pressure. Con- 
sideration of both volatility and octane 
blending values for the three vapor pres- 


sure control materials, leads to the con 
clusion that more gasolines of higher oc 
tane number can be made using i-Pentane 
than by using either of the butanes. 

The exact quantities of iso-Pentane 
which should be employed will be deter- 
mined by the amounts available as well 
as by the over-all refinery 
schemes. 


processing 


In addition to the above, the investiga 
tions provided information on the influ 
ence of the base fuel compositions. For 
example, it was found that the Motor 
Method blending values of n-Butane and 
iso-Pentane were highest in fuels con 
taining alkylate. 

Further detailed information regarding 
this program is available upon request. 
E. I. du Pont de Nemours & Co. (Inc.), 
Petroleum Chemicals Division, Wilming- 
ton 98, Delaware. 


Tetraethyl Lead 


and other 
Petroleum Additives 


AE6. yu. 5. pat Off 


Better Things for Better Living 
« «+ through Chemistry 
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“7 mame see o3 ua’ 
“—— Seen 


Motor O!F 


‘ 
Stawy oof 


CONTINENTAL OIL COMPANY 


protects its full line of products 
with T7r/-Sure Closures 


These Tri-Sure* equipped containers protect every gallon of 
fine Conoco petroleum products from leakage and contamination. . 
deliver full value ... create good will .. . facilitate selling. 


If your products need protection, they need Tri-Sure Closures— 
recognized the world over as the acme of closure efficiency. 


When you order drums, pails or cans for shipment of your liquid 
products, specify ‘“Tri-Sure Closures.’’ Ask your supplier now. 


CLOSURES 
*The ‘‘Tri-Sure’’ Trademark is a 
mark of reliability backed by 


over 35 years serving industry 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
CHICAGO, ILL. - LINDEN, N. J. + NILES, OHIO 


Tri-Sure S/A Industria e Comércio, Sao Paulo, Brazil 

American Flange & Manufacturing Co. Inc., Villowood, N. S. W., Australia 

Compofiia Mexicana Tri-Sure S.A., Naucalpan, E. de Mexico, Mexico 

B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 

Van Leer Industries, ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. I., London, England 
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Ahead of the News 


IN WASHINGTON 





Import Curb Change Doubtful—The administration’s 
fight for voluntary import curbs appears won. Oil-state 
members of the House failed to get a mandatory control 
amendment written into the Reciprocal Trade Act. 
Now the act’s in the Senate. Washington observers say 
mandatory controls stand little chance on the Senate 
floor. 
. 


Presidential Order—Watch for a possible extension 
of the imports program to other petroleum products. 
The administration has already slapped curbs on unfin- 
ished gasoline imports. And if a cabinet committee 
headed by Commerce Secretary Weeks decides the 
crude imports program is threatened by imports of 
such products as finished gasoline, distillates or kero- 
sine, similar bans may be laid on these products by 
presidential order. Lengthy ODM hearings are elimi- 
nated. 
* 


Alexandria Case: Next Step—aAll preliminary mo- 
tions in the government’s price-fixing case against 29 
oil companies are expected to be in by the end of the 
month. Federal District Judge Bryan is hearing argu- 
ments this week on a government motion to impound 
all records used in the grand jury investigation that led 
to the charges. Company attorneys are then expected 
to seek dismissal of the charges. Motions will be argued 
starting Sept. 10. 


Federal Fair Trade Law—While no one gives such 
measures much of a chance at this session, another big 
federal fair trade push is under way in Congress. Sen. 
Humphrey (D., Minn.), chairman of a Senate small 
business subcommittee (currently studying gasoline 
marketing under New Jersey’s fair trade law), has in- 
troduced three bills. They would: 


e Establish a federally sanctioned system of fair 
trade competition; 


e Suppress the “loss leader” practice by making it 
unlawful for a retailer to sell any commodity at less 
than delivered cost; 


e Amend the Clayton Act to bar sales in commerce 
at unreasonably low prices where the effect may be to 
injure competition. 


AROUND THE COUNTRY 





Station Building Letup—There will probably be a 
further slackening in station building from now until 
the end of the year. During the first half, the full effect 
of cutbacks was not apparent because companies were 
committed to developing certain sites. Now the com- 
mitments are thinning out. 
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Changing Oil Supply Scene—The St. Lawrence Sea- 
way may change the oil supply picture even more radi- 
cally than expected. Proposed tolls are lower than those 
of the Panama and Suez Canals. This will be a prime 
factor in determining the ultimate impact of what sea- 
way men call the continent’s “fourth coast.” Look for 
a battle between Atlantic and Great Lake port interests 
when public hearings begin Aug. 6 in Washington. 
Forces will have to move fast—the seaway begins lim- 
ited operation this month and full 27-ft.-channel opera- 
tion next spring. (See story of the channel’s first tanker 
terminal, page 114.) 


Wedding’s Off—The proposed merger of D-X Sunray 
and Suntide Refining has been cancelled. Companies 
say a large block of Suntide stockholders objected to 
the terms. 


Switch From Gas Trend?—The next big spurt in fuel 
oil marketing expansion will come from householders 
converting from gas heat installations, predicts a lead- 
ing East Coast marketer. Herb Spade, vice president of 
E. Robeson Co. (distributes 15-million gal. of heating 
oil in Westchester County, N. Y.), says that when gas 
equipment gets old, “much of it will be replaced with 
oil equipment at a 50% savings to customers.” Talking 
before a group at the Oil-Heat Institute annual meeting, 
Spade said, “I’m getting ready to go after the gas con- 
version business.” 


Belt Tightening—At least one major (Phillips) is 
looking just as hard at its new stations as at its older 
ones in a drive to wipe out the “cats and dogs.” If the 
new ones don’t live up to expectations, they’re termed 
“dry holes” and abandoned. 


Retail College for Execs—It looks as though an ad- 
vanced program in retailing for oil marketing execu- 
tives will be put on a permanent basis. A two-week 
pilot program was given at New York University last 
month, with 20 marketers from 15 large oil companies 
enrolled. The oil men heard retailing specialists from 
other field, and had a chance to consider what practices 
could be applied to petroleum retailing. Eventually the 
program probably will be made available to jobbers, 
consignees and dealers. 


* 
Birth of a Motor Oil—American Petrofina is reported 
ready to bring out its own branded motor oil—to be 
blended and canned by others to Fina specifications. 


Since last fall, Fina has been handling D-X Sunray 
motor oils. 


More Ahead of the News 
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Ahead of the News 





Modernization in Marketing—The status of mod- 
ernization in oil marketing will be researched for a 
special NPN report to be issued this fall. It’s part of a 
general McGraw-Hill program. Object: to demonstrate 
to industry that companies that modernize their facili- 
ties now “will be the ones ready for today’s sharp com- 
petition and tomorrow’s upsurge.” 


Public Affairs Budget—API’s future spending is due 
for a healthy increase. Added activities of the newly 
created Public Affairs Committee will reportedly re- 
quire between $750,000 and $1,000,000 more than 
the combined current spending of both OIC and PIC. 
First formal PAC budget won’t take effect till the first 
of the year. In the meantime, supplemental appropria- 
tions will be made to the new API unit as needed. (For 
more on the new committee, see page 81.) 


Carter’s on the Move—While some companies are 
cutting back new station building, Carter Oil Co. ex- 
pects to double its present 57 units in Oregon and 
western Washington by the end of the year. Now under 
construction are 23 stations, and 30 more are expected 
up by January. 


Three-minute Delivery—Look for a push toward 
faster heating oil deliveries next season by progressive 
jobbers. New tight-fill equipment is a key to the time- 
cutting. New-elapsed time for curb-to-curb delivery 
runs about three minutes, compared with 10 to 17 
minutes for usual handling. Incentive plans are being 
revised to encourage increased frequency of deliveries 
per hour. 


Rising Octane—D-X Sunray is planning to be ready 
for an octane race if one comes. The company has 
added four processing units (cost: $12-million) to its 
75,000 b/d plant in Tulsa. The project, says vice presi- 
dent Harry A. Brown, will make D-X Sunray “capable 
of producing the highest octane gasoline produced any- 
where.” The new plant will put out 105-octane now, 
but can go higher “if and when,” says Brown. 


New Oil Marketing School—The University of Tulsa 
will open a four-year program in petroleum distribu- 
tion this fall. It will be the third U. S. college to offer 
oil marketing courses. The others, with two-year 
courses, are New York Community College, Brooklyn, 
and Western Michigan University (NPN—Feb. °58, 
p140). Forty students are expected to enroll for the 
cooperative program, which alternates classroom work 
with on-the-job training. Because of Oklahoma’s inter- 
est in petroleum, this program is expected to receive 
much emphasis. Another feature will be a master of 
arts degree in oil marketing, the first of its kind. 

The University of Richmond, Va., may sponsor one, 
too. 
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Weekend Delivery Ban Louisiana legis- 
lators are considering a bill that would prohibit week- 
end gasoline deliveries. State already has law banning 
deliveries at night. 


IN DETROIT 





Small Car Crash Program —Here’s the latest from 
Detroit on small car plans: 

e Ford has let tooling contracts for its new small 
car. The engine research division is working around 
the clock to iron out bugs in the small car engine, re- 
portedly the lowest cubic-inch displacement of any en- 
gine made by Ford. Sources say Ford is running a full- 
scale “crash program” to hit the small car market in 
1959, 

e Ford also reports that sales of English Fords for 
January-May are up 136% from last year. May sales 
totalled 2,921 units, the highest month in 10 years of 
sales of English Ford products in this country. The 
total for January-May was 12,555 units, compared to 
5,313 im the same period of 1957. 


New Car Outlook—The Edsel will reportedly be. 
priced down next year and placed between Ford and 
Mercury instead of between Mercury and Lincoln. 

e The Packard will be discontinued, leaving hard- 
pressed Studebaker the survivor in that auto family. 
Studebaker is readying an economy car for 1959. 

A full report on the new models will appear in next 
month’s NPN. 


Yankee “’Volks’’—International Harvester will be out 
in the near future with a small truck, its answer to the 
big-selling Volkswagon truck, predicts an informed 
automotive executive. It will be powered with an 
Austin-type engine. 

& 


Small Cars: One out of Ten—Small car sales may 
double in 1958. One out of every ten cars sold in the 
U. S. thus far in 1958 have been either Ramblers or 
small foreign makes, says Roy Abernethy, marketing 
vice president for American Motors. This compares 
with one out of 20 for the same period last year. 


IN THE LABS 





AT Fluid Reversa!—Chevrolet is about to dump its 
recommendation that automatic transmission fluid be 
changed every 25,000 miles, The new recommendation, 
retroactive to 1958 models, will be that AT fluid should 
not be changed at all. At the same time, Chevrolet and 
Cadillac will adopt a new type of AT fluid to be known 
as type A, suffix A. Cadillac will retain its current 
12,000 mile change recommendation. Other GM divi- 
sions are running tests on the new fluid and may 
follow the Chevrolet-Cadillac specs. A few may even 
adopt the Chevrolet no-change recommendation. 
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Petroleum Indicators 





NPN PRICE AVERAGES* 
Refinery /Terminal 
(¢ per gal.) 


June May June 
1958** 1958 1957 


11.33 11,35 12.60 
10.67 10.67 11.50 
9.08 9.08 10.04 
4.70 4.70 631 





products 8.98 8.99 10,27 
Lube oil 21.72 21.72 24.17 
Crude at 

well ($ 


eet ene nns per bbl.) 3.09 3.10 3.19 





*Weighted average price, principal 
markets. Crude price middle of 
month, not monthly average. 
**Through June 13. 





























MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) June 1958* May 1958 June 1957 
Finished and unfinished gasoline (thous. bbl.) 190,241 193,402 190,063 
Distillate fuel oil (thous. bbl.) 96,694 88,598 117,364 
Kerosine (thous. bbl.) 22,959 21,594 28,872 
Residual fuel oil (thous. bbl.) 63,393 61,587 45,572 
Crude oil—B. of M. (thous. bbl.) 263,060 268,794 284,312 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,673 7,378 7,867 
Foreign crude included (thous. bbl. daily) 920 904 1,109 
% of refinery capacity operated 83.7 80.3 88.4 


Refinery Output 
Gasoline (thous. bbl. daily) 3,865 3,669 3,881 
Kerosine (thous. bbl. daily) 257 241 254 
Distillate fuel oil (thous. bbl. daily) 1,701 1,661 1,773 
Residual fuel oil (thous. bbl. daily) 944 950 1,101 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 6,298 6,244 7,107 
Crude oil imports (thous. bbl. daily) .. . 957 901 1,110 


*Through June 13, except crude stocks June 7, 
Source of Data: API Weekly Reports, except 1957, Bureau of Mines. 


MONTHLY MARKET TRENDS 
Latest Month 


Exports of crude and refined products (thous. bbl.) ........ 8,486 (March) 
Average station gasoline price, ex tax (¢ per gal.) a 21.43 (June) 
**Gasoline consumption (million gal.) .... 4,359 (Jan.) 
Service station permits (number) oo 584(Dec.) 
Passenger cars—domestic shipments (thous.) ....... 346 (March) 
Trucks and buses—domestic shipments (thous.) .. . . 74 (March) 
Automotive replacement tire shipments (thous.) . . "9 6,183 (April) 
Replacement battery shipments (thous.).................. 1,570 (March) 
Oil burner shipments (thous.) .... 3 30.7 (March) 
Service station sales (all commodities) $- million ve 1,356 (May) 


**Excludes Oklahoma. 
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Supply and Demand 





Gas Stunts Fuel Oil Growth 


Fuel oil sales are slipping most 
in the Northeast, least inland 


Distillate fuel oil sales are still growing nationwide, 
but the rate of gain is slowing down. The reason: 
stiff competition from natural gas. The magnitude 
of this trend is shown in a study just made by 
NATIONAL PETROLEUM News. Demand at refineries 
for distillate fuel oil rose 96% from the 1947-48 
heating season to the 1957-58 heating season, but 
the rate of gain slowed down from 60% in the first 
five years to 25% in the past five. 

(The heating season is October through March, 
when distillate fuel oil demand reaches its peak. 
Refinery demand includes exports, but foreign 
shipments of this product have been nominal ex- 
cept for the 1956-57 season, the period of emer- 
gency shipments to Europe during closure of the 
Suez canal.) 

Hit hardest by natural gas competition is the 
concentrated heating oil market in the cities of the 
Northeast and New England, as expressed in rate 
of expansion in the past decade. The Gulf and East 
Coast refining districts, which supply the big east- 
ern heating oil market, registered an 86% gain in 
distillate fuel oil demand in the past 10 heating 
seasons. The rate of gain, however, was 48% dur- 
ing the first five years and 25% in the latter five. 

The East Coast refining district, a major supplier 
of the heating oil market in the East, increased its 
shipments of distillate fuel oils 126% from 1947-48 
to 1957-58; but the rate of gain slowed down, 
from 57% in the first half of the decade to 43% 
in the latter. 

The gain-lag in heating oil consumption is more 
dramatic in the Gulf Coast refining district, which 
lost some of its distillate fuel oil demand to the 
East Coast refineries. The increase in demand in 
the 1948-58 decade was 63%, but the rate of in- 
crease declined from 43% in the first five years to 


How Heating Oil Demand Has Grown 


10-year 
1957-58 Growth 
386,000 553,000 +126% 
612,000 695,000 + 63 
998,000 1,248,000 + 86 


320,000 392,000 +138 
172,000 224,000 +155 
175,000 259,000 +191 
Total Inland 342,000 667,000 875,000 +156 


California 165,000 180,000 185,000 + 1.2 
Total U.S. 1,178,000 1,845,000 2,308,000 + 96% 


1947-48 


East Coast 245,000 
Gulf Coast 426,000 
Total Coastal 671,000 


Ind.-Ill.-Ky. 165,000 
Okla.-Kan.-Mo, 88,000 
Other Inland 89,000 
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only 13% in the past five, as measured by heating- 
season requirements. 

Less affected by natural gas competition is the 
northern inland area. One reason is that the region 
is made up of smaller towns and communities, 
which are not served as well by natural gas lines 
as more densely populated areas are. Demand at 
some inland refining areas has almost tripled in the 
last decade. 


The inland refining region has registered a large 
rate of gain in heating-season distillate fuel oil 
requirements. But, as on the East Coast, the rate 
of gain has slowed down in the past five years. For 
the Indiana-Illinois-Kentucky district, the rate of 
gain was 138% in the 1948-58 period; 94% in 
the first five years and 22% in the latter. The Okla- 
homa-Kansas-Missouri refining district registered 
an over-all gain of 155% in distillate fuel ship- 
ments during the decade. The rate of gain was 
95% over the first five years and about 30% in 
the past five. The remaining inland refining districts 
showed a gain of 191% in demand during the 10 
years, 96% in the first five and 48% in the latter 
five. 


Because of natural gas competition, inland re- 
fineries have taken a larger share of the nationwide 
demand for distillate fuel oil, and East and Gulf 
Coast refineries a smaller share. Inland refineries 
supplied 29% of total U. S. demand in the 1947-48 
heating season and 37.9% in 1957-58. East and 
Gulf Coast refineries supplied 56.9% at the begin- 
ning of the same decade and 54.1% at the end. 
California’s requirements were about 14% in 
1947-48 and 7.9% in 1957-58. 

Average daily demand for distillate fuel oil at 
U.S. refineries was 2,308,000 bbl. during the 
1957-58 heating season, compared with 1,178 “ 
in the 1947-48 heating season. 
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Drop Tubes or Pipe Threads 


Other materials 
available 
on request 


OU save time in deliveries—and reduce wear and maintenance 

costs—when you use Ever-Tite Couplings. Ever-Tite gives you 
the finest in quality and engineering. And Ever-Tite gives you 
tight connections every time—because every Ever-Tite has posi- 
tive gasket compression that is dependable under a// conditions. 
Get Ever-Tites— and get the best in quick couplings. There 
is an Ever-Tite Coupling for every need. Ask your distributor 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street, New York 19, N. Y. 


EVER-TITE 
M. |. D.* 
COUPLER 


*Maximum inside diameter 


EVER-TITE 
HANDLES 


<= 
EVER-TITE 
GASKETS 


Dust Plug Dust Cap 


EVER-TITE 
DUST PROTECTORS 


S Chain for attaching Dust Caps 
or Dust Plugs 
to adapters or couplers 


EVER-TITE SPOOL ADAPTER 


July, 1958 * NATIONAL PETROLEUM NEWS 





Nearly everybody hears Sinclair Commercials 








Be. * ‘ 
\ ee 2 3 ~ 


e 


AF ie SS 
gi 


Je 


MT AP AIP ae, 
a 


Zi 
gf, 
Ne 
wi Me 
= 


ap 


— 


Bq aae 


oe —— 


) heen Dt 
es* - 
ae 


~~, 





hy 
“ 








10,000 Sinclair Radio 
Announcements every week 


Boosting Business for Sinclair Dealers 


Every week, a broadside of 10,000 Sinclair radio announcements is carried over more than 
900 radio stations. These announcements are heard more often and more consistently 
than any other oil company commercials — radio and TV combined. This barrage spearheads 


Sinclair advertising and sales promotion. And Sinclair Dealers are reaping the rewards, 


As a Sinclair Dealer, you, too, would profit from this 


dealer help. Talk it over with your 7 
Sinclair Representative; or write i) 
Sinclair Refining Company, _ the Sinclair Dinosaur, says: / | 

“Sinclair leads the industry 


600 Fifth Avenue, New York 20, Reeaalicer er antatiage 
N. Y. Ask, too, about the 

Sinclair TBA franchise, 

featuring Goodyear, the 

greatest name in rubber. 
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Editorial 


National 
Petroleum 
News 


Let's Sell Gasoline Value to the Public 


ODAY’S GASOLINE is a lot better bar- 

gain than most of us realize. Ethyl Corp. 
has just put out some new information to show 
what a good value gasoline really is. Here are 
the major points of Ethyl’s study: 

e The average car on the road today gets 
70% more real mileage out of a gallon of 
gasoline than in 1930. 

e Gasoline costs 18% less (ex tax) than in 
1930. Even allowing for 132% increase in 
gasoline taxes since then, gasoline is still a big 
bargain. 

These facts give the industry new ammuni- 
tion to attack the myth that gasoline cost a lot 
less “in the good old days.” The figures are 
based on what Ethyl calls “a new concept in 
gasoline progress.” Basically, it’s a new yard- 
stick. Instead of using miles per gallon to meas- 
ure gasoline efficiency, you use ton-miles per 
gallon. This yardstick takes into account the 
weight differences among automobiles now on 
the road, and it allows for the great increase in 
car weight over the years. 

For example, the Model T Ford weighed less 
than 1,700 pounds. Its modern counterpart 
weighs 3,400 pounds—twice as much. You 
can’t fairly compare the mileage of one car with 
that of another weighing twice as much with- 
out allowing for the weight factor. 

Another thing—gasoline powers equipment 
that formerly wasn’t available: automatic trans- 
mission, power brakes, power steering, air con- 
ditioning and super generators. 

Now you can show in black and white that 
the public gets more mileage. Ethyl estimates 
the average car in use back in 1930 gave about 
25 ton-miles per gallon. That is, a gallon of 
gasoline moved a ton of car 25 miles at 40 
mph. But today’s gasoline can move a ton of 
today’s average car 43 miles—an improvement 
of 70%. 

There’s more quality in today’s gasoline— 
which averages over 93 octane, combining the 
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Ea} 43 mils 


two grades at the ratio of 32% premium and 
68% regular. That is 29 octane numbers better 
than 1930's product. Besides, other improve- 
ments have been made. 

You can show that gasoline costs less. Ethy! 
says the cost of the gasoline to move a ton of 
automobile one mile in 1930, exclusive of 
taxes, was 66/100 of a cent. Today the fuel 
cost for recent model cars averages 54/100 of 
a cent per mile, without taxes. In terms of work 
done, gasoline is 18% cheaper than in 1930 

Without the gasoline and engine improve- 
ments since 1930, the motorist would have to 
buy 475 additional gallons of gasoline per 
year—$140 at today’s prices, says Ethyl. Quite 
a saving. 

There’s another plus. Ethyl estimates that 
1%2-billion bbl. of crude oil is conserved each 
year, as a result of octane improvements 

These are facts to get across to the public 
now. They'll serve little purpose if we end up 
just talking about them among ourselves. All 
of us should pass the word along. Two groups 
in particular who can do a job are oil company 
employes and dealers. Now is the time because 
the recession has made the public more cost- 
conscious. 





General 


Modified Amoco oval goes up in six-state ‘Pan-Am Land.’ The switch has marketers asking ... 


ls Amoco Going Nationwide? 


A RED-WHITE-AND-BLUE “Amoco” sign is 
going up at 4,000 former Pan-Am stations. Sig- 
nificantly, it bears the Indiana Standard torch. 

Up to now the Amoco brand has been exclusive 
property of American Oil Co.—like Pan-Am, a 
Standard subsidiary. Now there’s speculation that 
Standard may take the brand nationwide. 

Here’s Why—For the six “Standard” companies, 
the Standard name is money in the bank. But solid 
as it may be, under terms of the 1911 dissolution 
decree no one can take it across the country. 

Standard of California, aiming at uniform iden- 
tity, is apparently readying its Chevron for coast- 
to-coast service (NPN—June, p119). A one time 
Standard company, Socony Mobil, is moving slowly 
toward becoming the Mobil Oil Co. If Indiana 
similarly wants one face in all states, the Amoco 
brand is the logical vehicle. 

Here’s how Indiana’s plans might develop: 

1) Texas is already slated to be the first Amer- 
ican Oil Co. state to get the new sign, replacing the 
red-white-and-black torchless oval. 

2) American Oil’s remaining 17 states will get 
the new sign next: engineers are already making 
cost surveys. Logical target date would be 1960, 
American Oil’s 50th anniversary. 

3) New Mexico and California could then be 
invaded by Amoco (they’re the only states where 
Standard and its subsidiaries don’t have outlets). 
Amoco lubes are already being sold there; one 
official says they’re paving the way for gasoline. 

4) Utah Oil Refining Co., Indiana’s 6-state 
Rocky Mountain subsidiary, could be merged with 
Amoco. Indiana reportedly recently obtained 100% 
control of Utoco. 


5) Finally, “Amoco” could replace Standard’s 
“Crown” brands in 15 Midwest states. A company 
official says this is “obvious,” but won’t predict 
the time. 

First Step—American Oil is spending an esti- 
mated $4-million converting Pan-Am. They'll shell 
out even more to put up the new sign in remaining 
Amoco states. The cost of converting 16,000 In- 
diana stations, and switching refineries to unleaded 
Amoco gasoline, would be staggering. 

American Oil officials expect the Pan-Am con- 
version to bear fruit. They introduced the new 
brand in New Orleans on March 1. Full-color news- 
paper ads ran for 17 days. More than 500 radio 
spots were used. Railway Express trucks and 36 
billboards carried the changeover theme. Stations 
were nearly buried under 600 ft. of pennants, pole 
signs and Da-Glo banners. In less than two months, 
premium ratios shot up from 38% to 48%, the 
company reports. 

As a result, Amoco is swinging wholeheartedly 
into the conversion program. The company’s re- 
painting pumps and stations, and flushing out sta- 
tion tanks to receive white gasoline. Advertising 
throughout the 25-state marketing territory will 
plug a “More Gas per Gallon” theme. 


Battle Royal—The hustle points up the fierce 
competition between the Standard companies. 
Amoco now locks horns with Standard of Ken- 
tucky in Pan-Am land. It’s already battling Humble 
Oil, a Jersey Standard subsidiary, in Texas. Else- 
where, Jersey Standard has invaded Indiana’s front 
yard—the greater Chicago area—by taking over 
Pate, Oklahoma and Gaseteria. The fun is just 
beginning. s 
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New Voice Bothers Marketers 


API's new Public Affairs Committee is a disappointment to some; 
others say wait and see. Here's a look at both sides 


SOME INFLUENTIAL MARKET- 
ERS report disappointment over the 
makeup of the new API Public Af- 
fairs Committee. But this has been 
tempered by a plea from proponents 
to reserve judgment. 

Two active marketers are on the 
19-man committee, which represents a 
merger of the legislative (American 
Petroleum Industries Committee) and 
public relations (Oil Information Com- 
mittee) arms of American Petroleum 
Institute. The other 17 members in- 
clude an independent producer, an 
independent refiner, five lawyers, four 
public relations officials and eight 
corporate executives. Staff director is 
John H. Bivins, APIC director. The 
new committee, which will function 
as the voice of the oil industry, takes 
over on Sept. 1. 

Unofficial marketing criticism boils 
down to these points: 

e Not enough marketers. Much 
legislation affects marketing, and much 
of the legislative and public relations 
field work is done by grass-roots mar- 
keters. Therefore, the marketing 
viewpoint should be more strongly re- 
presented, critics say. 

The reply is that marketers are as 
well represented as any segment. Con- 
siderable compromise was required 
to squeeze the varied interests into a 
relatively small group. 

e Too much rank. Several execu- 
tives are at such a high level that 
they are not in touch with practical 
problems, so they will turn matters 
over to others. 

The reply: It would not be realistic 
to leave ranking executives off such 
an important group. 

e Suspicion of public relations 
men. Some critics predict the execu- 
tives will delegate their work to PR 
men, who, they claim, are “not down 
to the working level.” 

The reply: Three of the PR men on 
the committee have been associated 
with the industry for a long time and 
all four have been living with indus- 
try problems. 

e “Compromise” director. Critics 
claim the boldness of the merger 
concept would have been dramatized 
and the group strengthened by the 
appointment of a _ national-stature 
leader as director. Bivins, they say, 
represents a “compromise.” 


The reply: Bivins has been ac- 
knowledged industrywide as the suc- 
cessful head of a successful organi- 
zation. Further, argue supporters, it 
is preferable to rely on a man who 
knows the industry rather than on a 
newcomer. 


Who’s Calling the Tune? 

The position of lawyers was _ re- 
buked by a marketing official who 
charges, “The PIC has been calling 
the tune on things of direct interest 
to marketers.” 

The national committee should 
serve as a legal department, with a 
client-lawyer relationship in which the 
lawyer goes to the marketers and says, 
“What is your pleasure?”, contends 
the critic. 

A ranking supporter, deploring the 
criticism, says the new organization 
gives strength and flexibility to exist- 
ing field setups. In each state there 
will be a miniature API, each of 
which will be virtually autonomous, 
he says. “There will be more market- 
ing representation at the local level, 
which should give marketers more 
authority,” he adds. 


The Committee’s Aims 


were listed by 
Porter, president of the 


These objectives 
Frank M. 
API: 

1) “To stimulate the timely dissemi- 
nation of information 

2) “To develop a climate in which 
a privately managed and competitive 
petroleum industry can best serve the 
American people . 


3) “To encourage acceptance by 
all of those engaged in the petroleum 
industry of their responsibility to as- 
sist government at all levels.” 

The Public Affairs Committee faces 
a big job, critical marketing officials 
say, because it must sell itself within 
the industry before it can take on 
the main task of influencing the pub- 
lic. 

“Some people will expect miracles,” 
says Thomas W. Phelps, chairman of 
the Public Affairs Committee and 
OIC, and assistant to the chairman 
of Socony Mobil. “It is necessary 
to reserve judgment until the com- 
mittee has a chance to function.” 


Here’s the Lineup 


Ihe two active marketers on the 
committee are C. J. Guzzo, market- 
ing vice president, Gulf Oil, and Roy 
Thompson, president, Apex Motor 
Fuel, Chicago, a jobber. Charles Z 
Hardwick, Ohio Oil executive vice 
president, formerly was marketing 
vice president 

Other members are: Reid Brazell, 
Leonard Refineries; Hillyer Brown, 
Standard of California; R. H. Colla- 
cott, Standard of Ohio; Morgan J. 
Davis, Humble; Paul Endacott, Phil- 
lips; Jake L. Hamon, Dallas; William 
F. Kenney, Shell; Kerryn King, Tex- 
aco; Robert H. Scholl, Esso Standard; 
Thomas E. Sunderland, Indiana Stand- 
ard; Henderson Supplee, Jr., Atlantic 
Refining; Lloyd F. Thanhouser, Con- 
tinental; Joseph P. Walsh, Sinclair; 
Franklyn Waltman, Sun; Burl S. Wat- 
son, Cities Service af 


Who's Who: Four of the new committeemen 


Thomas W. Phelps John H. Bivins 
Chairman Staff Director 
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Roy J. Thompson Charles J. Guzzo 
Murketing representatives 





General 


Marketing Relations Now 


With the industry giving more and more attention to marketing, 
the spotlight is on this segment’s internal problems 


OIL MARKETERS’ WEEK in New Orleans 
brought together a record number of marketing 
men: over 250 for the National Oil Jobbers Coun- 
cil, around 1,100 for the American Petroleum 
Institute marketing division. On the sidelines, there 
were sessions of two national dealer associations 
and the still-forming private brand association; at 
the end of the week, Louisiana Oil Marketers 
Assn. moved in. 

It wasn’t just the lure of New Orleans that in- 
spired the turnout. With the recession holding and 
profits down, marketing men are being called on 
to do a bigger job for the industry—and to solve 
more of their own problems. Here’s how this seems 
to be affecting the principal marketing groups: 

e Suppliers—With increased emphasis on sales, 
most suppliers are conciliatory toward distributors. 
But several warned flatly that the inefficient job- 
ber’s days are numbered. Phillips Petroleum’s Stan- 
ley Learned predicted “the most fierce competition 
ever. The jobber who thinks he can succeed without 
studying his competitors and exerting every effort to 
get ahead of them, might as well quit. He'll soon 
be out of business anyway.” 

Most majors report cutbacks in their building 
programs, always sharply criticized by jobbers. 
Gulf’s ambitious program, probably the most con- 
troversial, is said to be at a standstill. 

Commercial accounts are a hot potato. A num- 
ber of majors frankly say they’re scrambling for 
whatever they can get. Others maintain a policy of 
protecting their jobbers on commercial business. 

e Jobbers—In spite of the recession, many 
jobbers say business has been good, especially in 
fuel oil. NOJC lists have been enlarged by the addi- 
tion of California and New Mexico member asso- 
ciations; Louisiana has voted to join in November. 

Keynoting the meeting, new president Miles M. 
Mills plugged hard for more marketing-mindedness 
in major companies. Then the jobbers went to 
work in committees. 

Phe economic concentration subcommittee—not 
quite the stick-shaker it once was—took its stand 
for jobber’s place in the commercial accounts mar- 
ket. The imports subcommittee reiterated its policy 
of recommending a review of the depletion allow- 
ance if mandatory imports restrictions are imposed 
(the recommendation barely squeaked through in 
the general session, in the face of opposition from 
California and mid-continent delegations). 

Jobber dissatisfaction boiled up during a dis- 
cussion of the jobber contracts committee, but 


the grievances were concealed behind conciliatory 
language in the formal report. The only definitive 
action was a general NOJC request that jobber 
margins be based “on actual tank wagon rather 
than the so-called normal tank wagon.” 

One suggestion was that gasoline prices should 
be based on crude oil prices, with an advance or 
decline of .125¢ per gal. to every 5.0¢ rise or fall 
in the crude oil price. 

An informal poll showed that most stop-outs are 
either 2.25¢ or 2.5¢ gal. 

The subcommittee decided not to draft a model 
contract. If the NOJC agreed on one, that might 
preclude individual jobbers from seeking better 
deals with their suppliers, it was argued. Most 
veteran jobbers agree that their informal arrange- 
ments with suppliers are more important than the 
written contracts, most of which are fairly general. 

“We are satisfied with contracts when the situa- 
tion is normal,” said a Kentucky jobber, “but not 
when it is subnormal.” Some claimed that con- 
signees were protected in a subnormal situation by 
receiving the same commission, but that jobbers 
were not because their margins were reduced. 

Sterling Wooten’s subcommittee took the play 
away from other subcommittees, attracting more 
than 50 jobbers. Because of the keen interest in 
contractual arrangements, indications are that this 
is becoming the hottest of NOJC’s subcommittees. 

Registration lists showed 170 branded and 20 
unbranded distributorships checked in. Numerical 
leaders among the 26 major brands represented 
were Shell (30 distributorships), Phillips (22), 
Socony Mobil (16), Amoco (13) and Cities 
Service (10). 

e Dealers—Relations have been strengthened 
between NOJC and National Congress of Petro- 
leum Retailers. Delegates of the groups met and 
agreed to co-sponsor projects aimed at upgrading 
dealers (while continuing to disagree on S-11). 
Meanwhile, officers of the new American Gasoline 
Dealers Assn. met and announced a goal of 1,000 
members this year. 

Summary—A generally productive week, but 
still dominated by politics and personality play, 
according to some observers. High point: marketers 
had it put to them that their job in the industry 
is more important than most of them realize. Low 
point: An impasse in the API jobber advisory com- 
mittee—blown up inadvertently—which _ strained 
jobber-supplier relations before the largest audience 
of jobbers ever attracted to a JAC meeting. Ld 
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Special Feature: API Reports 


Three Ways to Improve Profits 





> Hold the line on delivery costs 





Shell's P. W. Engels outlines a nine-point plan to help you keep dis- 
tribution expenses from running away with your profits ..... page 84 


> Put more ‘sell’ into heating oil sales 





Socony's L. S. Marshman analyzes the heating market, shows you how oil 


can continue to better its position in spite of toughening competition 
from natural gas ............ : page 86 


Sinclair advertising manager J. J. Delaney tells what it takes to sell the 
public on oil heat—and offers some positive selling pitches .. page 87 


Oil Heating Market Reports’ Bob Gray reveals the hidden payoff in home 
heating accounts—a factor that justifies more spending to win new 
accounts . Patdunte tier és page 87 


> Start pushing motor oils harder 





Esso Standard's J. H. Yater points up what's happening to motor oil sales, 
explains the problems that are causing an alarming decline page 88 


Sohio's H. P. Ferguson shows you why this $800-million-plus market is 
worth saving—and what you can do to reverse the current downtrend in 
motor oil sales Fe ual dcatechataes ....page 89 


Please turn the page 
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How to Hold the Line on Your 


Shell's P. W. Engels says it 
calls for a nine-point plan 


THE ONLY WAY to keep the delivery-cost pot from 
boiling over is to keep unit costs in line with sales 
volume. This is the substance of delivery-cost cutting 
strategy outlined by Shell Operations Manager P. W. 
Engels at American Petroleum Institute’s midyear 
marketing division meeting. Here’s what Engels said 
at the New Orleans meeting: 

“In a recession or leveling off period of economic 
growth such as that which the U.S. is now experienc- 
ing, it is more important than ever to reduce costs 
in line with sales volume to maintain a healthy unit 
cost position. In the oil industry, as in many others, 
unit costs are lowest when the industry is Operating 
at or slightly above capacity. While this has been the 
case since the end of World War II, in the years 
immediately ahead we may not be able to operate 
at this level, and thus must bring costs in line with 
the reduced volume. 

The delivery costs represent between 10% and 30% 
of the total marketing costs. This is a respectable por- 
tion of the total marketing cost and is worth our con- 
sideration. The reason for the variance between 10% 
and 30% is to cover all types of distributing operations. 
Delivery cost of a jobber might well be more than 
30% of his total cost; while due to much higher 
overhead cost, a major marketer’s delivery cost will 
be close to 10% of the total marketing cost. 

The 10% to 30% I refer to is delivery cost of all 
products. In view of our limited amount of time, I 
will, however, confine this talk to the cost of deliver- 
ing motor fuel to reseller outlets. 

Delivery costs are made up of driver wages, truck 
equipment costs, maintenance costs and operating costs. 

Driver wages are the bulk, 60% of the total deliv- 
ery cost, followed by maintenance cost of 20%, and 
equipment and operating costs of 10% each. 

Salaries include benefits, while fixed cost includes 
depreciation, license cost, taxes and insurance. In or- 
der of monetary importance, we should therefore 
consider ways and means of “holding the line” on 
wage cost first. In the past ten years wages have in- 
creased 180%, while industry volume has increased 
63.7%. To reduce wage cost per gallon we must find 
better methods, since we can assume that we will al- 
ways get a full day’s work from our people. 

One way to increase the output per man-hour is 
to increase the size of the truck. This alone will con- 
tribute most to the reduction of unit delivery cost. 
Many of us, however, are handicapped in the attempt 
to increase the size of our trucks by discriminatory, 
unrealistic or unreasonable legislation. 

Other factors, such as increased strength-weight 
ratios of materials, use of lightweight tanks, improved 
spring suspensions, tubeless tires, increase in compartt- 
ment sizes, reduction in non-functional skirting on 
trucks, aso have contributed to capacity increase. 

Most tank trucks today are being built to maximum 


THE NINE KEY FACTORS 


Full utilization of manpower 
Increased truck capacity 
Increased underground storage 
Increased loading speed 
Increased unloading speed 
Full utilization of equipment 
Improved dispatching 
Reduced maintenance 

Better dealer relations 


legal weight limit; however, this does not mean that 
the ultimate in truck tank capacity has been reached. 
For example, one truck manufacturer indicates that 
the use of air suspension can increase payload as much 
as 1900 Ibs. through reduction of road shock to 
chassis, enabling designers to further reduce strength, 
and consequently weight, of truck components. 

Coupled with increased truck size is the need for 
service station underground storage adequate to ac- 
commodate full load deliveries. The full load delivery 
program will further increase the gal. per hour and 
gal. per mile performance. However, while the storage 
must be adequate at the station, the dealer’s coopera- 
tion is required to attain the maximum gallons per 
delivery. This is where we need the help of sales and 
credit to sustain a program of full load deliveries. 
In speaking of underground storage, we cannot over- 
look the fill pipe location accessibility for ease of 
truck entry and discharge which can contribute to 
reduced wage cost. 

Much of this saving, however, can be dissipated 
through old fashioned ways of loading and unloading 
the trucks. Assuming your truck cost, plus wages, is 
$6 an hour, you can save 10¢ a minute for every 
minute you reduce loading or unloading time. Unload- 
ing speeds have increased over the years through use 
of larger truck piping and hose, fewer sharp pipe 
bends and full flow valves. In the last few years tight 
fill connections, where used, have provided faster un- 
loading. Shell has experienced speed increases aver- 
aging 30% through use of tight fill and is converting 
to this method at all resellers. As an industry, how- 
ever, I believe the tight fill method of unloading is 
not as universally used as its economic advantages in- 
dicate it should be. 


Considerable advancement has been made in fillstand 
design and loading speeds to reduce truck waiting and 
loading time. In this area there is also a great deal 
more to be done, as many fillstands still operate at 
flow rates considerably below optimum. The increased 
size of the delivery truck makes it possible to obtain 
the maximum loading rate. Some companies load at 
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a speed of 1,000 gal. a minute versus the old fash- 
ioned method of 200-300 gal. a minute. By this in- 
creased loading speed alone it is possible to save 10 
to 20 minutes, or at 10¢ a minute—$1 to $2 per 
load. $1 per load, 6 loads a day for 300 days a year 
amounts to $1,000 a year savings in loading time for 
one 4,000-gal. truck. 

Pre-set meters and bottom loading are two meth- 
ods for increasing effective flow rate by allowing one 
person to load several products at once. While bot- 
tom loading is still in the experimental stage, it may 
offer the advantages of reduced fillstand cost, in- 
creased loading speed, reduced vapor loss and safer 
loading than the present overhead method. 

Maintenance cost has increased similar to the wage 
trend, as parts and labor costs are based on wages. 
Unit maintenance cost has been maintained, however, 
through reduced mileage traveled per gallon delivered. 
Furthermore, although larger and more expensive in 
initial cost, it is cheaper to maintain one unit than 
two. A preventive maintenance schedule, as _pre- 
scribed by many truck manufacturers, will also result 
in lower yearly maintenance cost. The pros and cons 
of company maintenance versus contract maintenance 
is a matter of individual choice. Automatic or semi- 
automatic transmissions help reduce maintenance. 

The next item of importance is the 10% operating 
cost, which includes fuel, tires, batteries, tolls. Fuel 
and tires are the most important features. The use 
of diesel rather than gasoline engines has found fav- 
orable acceptance with the trucking industry for use 
of the long haul, over-the-road vehicles. The extra 
cost, weight of engines, and component drive line parts, 
and consequent payload loss, must be carefully weighed 
to determine the net saving. Several companies, how- 
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ever, are now experimenting with diesel-powered de- 
livery trucks for city deliveries. 

Fixed costs are lower with the use of larger versus 
smaller units, assuming, of course, that fewer of the 
larger units are required. However, still greater sav- 
ings can be obtained in depreciation, license, insur- 
ance and taxes by the full utilization of truck equip- 
ment. To allow a truck to work only eight hours a 
day is an economic waste. 

Driver paperwork and sales collection time is another 
area where delivery cost can be reduced. The opera- 
tions and engineering committee, working with the 
API accounting committee, can do much in this field. 
Two recent advances made in this regard are the use 
of mechanical imprinters to reduce driver time and 
errors in billing and elimination of the drivers’ han- 
dling the collection of credit card sales invoices be- 
tween dealer and oil company. 

As evidenced by the advances made in dispatching 
systems in recent years, the field is wide open for 
further improvement of these systems to cut hours and 
miles off delivery routes. The dispatching system is the 
key to a successful delivery program. Regardless of 
design efficiencies and increased capacities of trucks, 
fillstands, and service station storage equipment, an 
inefficient dispatching system can offset all of these 
advantages. 

The goal of a dispatching system should be toward 
100% full load deliveries, delivered at company con- 
venience. This requires dealer confidence and cooper- 
ation stimulated by good dealer-company relations. I 
believe it can be safely said that as an industry we 
have the know-how. If everyone is willing to cooper- 
ate we will be able to ‘hold the line’ in spite of in- 
flationary increases.” (Please turn the page) 





Oil Heat: Here's the Market 


Socony’s L. S. Marshman says it’s 
getting tougher—but can be won 


THE NEXT TEN YEARS will mean continued 
growth for oil heat, but at a much slower rate than 
during the past decade. That’s the prediction of Len 
Marshman, Socony Mobil’s fuel oil director, as given 
to the API marketing division at New Orleans 
in May. 

Here’s Marshman’s forecast—assuming no depres- 
sions, wars, other major national catastrophes, up- 
heavals in world politics and the weather. 

“Before we look forward, we ought to take a brief 
glance backward. In 1947, just after World War II, 
the total number of Btu’s used in the U.S. for heating 
was 4,665-trillion. If all that had been supplied by 
oil, it would have been the equivalent of 2,194,000 
b/d. Nearly two-thirds of the 1947 heating was sup- 
plied by coal—63% to be exact. Oil and gas split 
up the remainder, oil supplied 26% and gas sup- 
plied 11%. 

“What has happened since 1947? In 1957 it takes 
15.3% more energy to heat America than it did in 
1947. Aside from any change in the severity of our 
winters, the big reason is population growth. Instead 
of the 42-million dwelling units of 1947, we had about 
56-million last year, an increase of 33%. 

“By 1957, coal had declined radically from 63% 
of the total to 23%. The real competition lay between 
oil and gas. I don’t need to tell you it has been 
rough. Oil has done well, increasing its share of the 
market from 26% to 44%. Because the total market 
was growing so fast it nearly doubled its volume, from 
around 580,000 b/d to about 1,070,000 b/d. 

“But oil’s performance doesn’t shine so_ brightly 
when compared to that of gas. Gas increased its slice 
of the heating market from 11% to 33%. Most of 
this gain came at the expense of coal, but some of it 
even bit into the oil share. 

“Heating functions already use about 60% of all 
the distillate fuel oil refined in this country, and heat- 
ing is likely to grow in relative importance. The aver- 
age annual growth in distillate demand is expected to 
be about 2.7% a year over the next 10 years, com- 
pared with 8% over the past 10 years. This decrease 
in the growth rate reflects the increased competition 
from gas, the relatively few coal users left for con- 
version to oil and the nearly completed dieselization 
of railroads. In general, the prospects are good—ex- 
cept in comparison with the phenomenal growth rates 
of the past decade. 

“In fact, the total amount of energy needed to heat 
the U. S. is going to grow still further—from 5,379- 
trillion Btu’s in 1957 to 6,145-trillion in 1967. This is 
an increase of 14%—a healthy rate and not too much 
below the tremendous growth rate during the past 
10 years—15.3%. About 1963 we're going to get a 
burst of young people reaching age 23, of marriages, 
and of young people wanting homes—and heat. From 
that point on, the curve will start climbing at a steeper 
rate, and over the full 10-year period, it will nearly 
equal the 1947-57 rate of increase. 


THREE COMPETITIVE PICTURES 


A Z if , 
1947 1957 1967 
ET 


“A lot of the future depends on how successful we 
will be in selling the advantages of fuel oil to pros- 
pective customers. With nearly 18-million customers 
at present, the gas utilities are pretty confident. They 
expect to add another 5!2-million more customers by 
the end of 1962 and possibly another 5-million by 
1967. This will represent an increase of 64%. Their 
estimate is that approximately three-fifths of these 
new customers will come from new housing and the 
remainder will be conversions from coal or oil. 

“Gas will no doubt make its greatest increases over 
the next five years in New England (perhaps 100%) 
and in the Middle Atlantic and North Central states 
(perhaps 45%). These areas will account for about 
2'2-million customers added in the next five years. 

“On the other hand, it is expected that demand for 
distillate heating oil will increase at a rate of 3.2% 
a year for the next 10 years, or a total of 38% over 
the period. The total increase during the past 10 
years has been nearly 100%. 

“The prime cause of the anticipated lower growth 
rate is gas competition. Gas now enjoys advantages 
both in installation cost and fuel price in some parts 
of the country. And gas utilities indicate they plan to 
make use of each advantage as fast as supplies and 
distribution facilities permit. 

“It therefore appears that the future expansion in 
heating oil sales will be chiefly in areas beyond the 
reach of gas mains, and in other areas where fuel de- 
mand is in excess of available gas supplies. 

“A factor which will influence our future is the 
price of natural gas. If gas prices rise over a period of 
years, they will narrow or cancel out any price 
advantages which some utilities now have. And it 
seems probable that the price of gas will rise some- 
what faster than the price of oil. 

“This has been a very brief analysis of the outlook 
for heating oils. But I think I can condense the es- 
sence of my report into one sentence: We oil men are 
going to have a tough fight on our hands to increase 
the volume of our sales of heating oil during the 
next 10 years to the indicated 1,392,000 b/d, and 
to be able to show at the end of the decade that we 
hold 48% of the total market. 

“The time has come when each of us in the busi- 
ness must provide his customers with a complete 
package for their heating comfort. By this I mean 
more efficient automatic delivery, better burner service 
reasonably priced and a balanced payment plan. And 
we've got to get out there and sell as we never sold 
before.” 
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Oil Heat: How to Sell It 


Sinclair's J. J. Delaney tells you 
how to step up your sales efforts 


POSITIVE ADVERTISING and a return to old 
tashioned “hard selling” are absolute musts if oil heat 
is to hold its share of the growing home-heating mar- 
ket. That’s what J. J. Delaney, Sinclair’s advertising 
manager, told the API meeting. Here are some of 
the points he made: 

“Oil heat—as we know it—is at the crossroads. We 
need dramatic selling for a dramatic age. Don’t ask 
me to blue-print it for you. I’m Sinclair’s advertising 
manager, and if I think up a dramatic way to sell 
oil heat, Sinclair gets first crack at it. 

“But drama alone isn’t enough to sell anything. 
Hard selling is also needed. Let me define that term. 
‘Hard sell’ is any method of selling that never loses 
sight of the signed order blank. It can be a blatant 
shout. It can be a subtle suggestion. It can have 
‘reason why’ and ‘subliminal motivation’ or even pink 
polka dots if it persuades the prospect to buy. 

“On the other hand, negative advertising discredits 
oil heat. That goes for negative selling too. Our ads 
say oil heat is wonderful, convenient, automatic, eco- 
nomical. We bear down hard on the positive approach. 
But we can’t keep our big fat mouths shut at that point. 

“We go on and on—listing what we think are bene- 


FOUR POSITIVE SELLING POINTS 


@ Oil heat is healthy heat 

@ Oil heat is spotlessly clean 
@ Oil heat is dependable 

@ Oil heat costs less 


“, .. Brother, if we can’t sell oil heat’s 
advantages on these four positive points, 
we'd better get a gas franchise!” 


fits to the consumer. Like, ‘oil heat practically elim- 
inates corrosion.’ And, ‘oil heat means less nozzle 
clogging.’ But our prospects think . . . ‘less corrosion, 
huh. How much corrosion is_ left?’ 

“You think these are little things and the customer! 
isn’t bothered. Well, a drop of water won't hurt you. 
But the ancient Chinese had something called ‘water 
torture.’ They tied a fellow down and let water drip on 
his forehead. How many of our oil heating sales die 
beneath the constant drip-drip of negative selling and 
advertising? Let’s talk about ourselves—and our prod 
uct, oil heat—positively.” 


Oil Heat: Here's the Payoff 


OHMR's Bob Gray points out the 
hidden potential in new accounts 


A COMBINATION of the general business slump and 
hard-hitting competition from other fuels confronts 
oil heat in 1958—but Bob Gray, director of Oil Heat- 
ing Market Reports, says the industry shouldn’t throw 
in the towel. Here’s the gist of what he told API's 
marketing division. 

“We have a wonderful business with the 9-million 
customers that still love us and they spend over $3- 
billion a year. Most of them will be with us several 
years from now for the simple reason that we provide 
fine heating and they have an investment in our 
equipment. 

“The big consideration facing us this year and next 
is the need for adding new oil heat users to keep the 
industry growing fast enough to sustain the nice profit 
levels we now enjoy. 

“It’s worth reminding ourselves almost daily that 
when you create a new heating oil user, you have 
started an account that will be with the oil industry 
for at least 15 years. So when you create a new oil 
user you are not aiming at a few hundred dollars for 
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THE INCENTIVE: "A new fuel oil user is go- 
ing to buy $4,000 to $5,000 worth of oil. You 
can afford to move heaven and earth to get 
him started" 


the equipment and a year’s oil volume. Instead, you 
have given birth to a total volume running between 
$4,000 and $5,000, with an excellent ratio of net 
profit. 

“We're not going to take the bulk of the speculative 
new home market in communities where natural gas ts 
plentiful. Their equipment is too cheap. 

“Fortunately, we’re not limited to the mass builder 
market. We can sell the individual home builder and 
the 4-million families that are still firing furnaces with 
coal. Our industry last year sold a large number in 
each of these categories—in fact they were our main 
stay. And we could have done even better if we had 
been thinking more of the long-range profit in fuel oil.’ 


Pin next month’s issue: a full report on Oil-Heat Insti- 
tute’s big Summer meeting at the New York Coliseum 





Why We Aren't Selling Motor Oil 


Esso's J. H. Yater says it's caused 


by false beliefs and under-selling 


LOST MOTOR OIL BUSINESS for 1957 ran to an 
estimated $88-million, says J. H. Yater, Esso lubrica- 
tions manager. Here are some reasons why oil sales 
have lagged, as Yater explained at the API marketing 
division’s mid-year meeting. 

“Our industry has been accused of making its lub- 
rication recommendations ‘too complex’—‘too long’ 
‘too hard to understand’—‘not what the motor cal 
builder says’—etc. It is human nature all too often 
to reject what we do not understand instead of study- 
ing it until we do understand it. 

Because our industry has found it so hard to ‘get 
through’ to the car owner, he has become the victim 
of prejudice and misunderstanding and even ridicule 
directed at the petroleum industry. He pays the bill 
for neglect, but doesn’t know why. Whatever the rea 
son for reduced motor oil ratios, here are some facts. 
Facts that you have found; facts we all recognize. 
e This multi-million dollar loss is not limited to one 
company or one area or one kind of motor oil or one 
class of dealer. It is an industry loss. 

e Many dealers and their employes just aren’t sales 
minded. Most dealers provide good service when the 
customer asks for it, but are timid about volunteering it. 
e Other dealers find the task of changing motor oils 
or transmission fluids or greasing a car ‘a dirty, messy 
job’ and show reluctance even when they’re asked. 
e Dealer turnover and dealer employe turnover in- 
fluence sales adversely 

e Unless dealers specialize in lubrication and service, 
customers may have to wait entirely too long in the 
station. There are cases where the waiting time has 
been up to two hours. These customers don’t come 
back. 

e Still others—and here sadly enough we must include 
many of our own employes—actually believe that the 
greatly improved modern motor oils were developed 
to provide longer service instead of better service. 
Som people don’t seem to understand that mechanical 
design of modern engines demands new qualities in 
motor oil—of anti-wear characteristics, of deposit 
handling tendencies, of octane increase tendencies 
just to keep the new high output engines going at all. 
e Finally, there is a group including some of the 
people in this room—no doubt—who just don’t see 
the reason to change motor oil or transmission fluid 
regularly. They think ‘I'll only have the car for a 
couple of years and not much is going to happen in 
that time. Let the next guy worry about it.’ 

We can find reasons galore. But that isn’t our pur- 
pose. Our purpose is to create the understanding and 
the approach which will bring back this more than 
$100-million a year to our service station dealers, 
distributors, marketers and refiners. 

In 1957 the service station dealers of this country 
lost more than $88-million through failure to sell 
motor oil when their customers needed it. 


WHY WE AREN'T SELLING OIL 


@ Need for oil change isn't under- 
stood by the public 


@ False belief today’s oil has 
longer life 


@ Too many dealers aren't 
salesminded 


@ Feeling that oil change is a 
‘dirty’ job 


@ Customer resistance due to 
long delays 


[his is a most conservative estimate. It is based on 
a mark-up of only 20¢ per quart. It is also based on 
maintaining only the 1952 motor oil ratio, which in 
itself was not what it should have been. We chose 
1952 deliberately because by that time we could talk 
about average cars, as we do in 1958. The war-weary 
wrecks were gone from the roads. 

But the dealer loss is only part of the story. The 
suppliers of motor oils—jobbers, distributors, all mar- 
keters—also lost real money, just how much we do 
not know. And the refiners lost their wholesale mar- 
gins, but again we don’t know how much that was. 
And most important of all, the customer lost. What he 
spent his money for was repairs which he should not 
have needed. 

More than half the cars coming into a service 
station today need an oil change. And the car owner 
pays for frequent oil changes—both crankcase and 
transmission—whether he gets them or not. 

We take automatic transmission fluid pretty much 
for granted. But did you know that there are more 
than twice as many rebuilders of transmissions as of 
engines? Or that some of these rebuilders overhaul as 
many a 6,000 transmissions per year? 

Then too, the car that goes to the shop for mechan- 
ical repair is out of operation. Perhaps at a most in- 
convenient time. The motorist who prevents such fail- 
ures by proper attention to lubrication has full use 
of his car. 

These sales losses need not be. Each of our com- 
panies has proved by limited tests that motor oil sales, 
grease sales, and transmission fluid sales can be vastly 
improved when proper interest is shown all along the 
line. 

lhis, then, is the problem and the opportunity which 
it creates. 
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And What We Can Do About It 


Sohio’s H. P. Ferguson says it 
depends on a determined effort 


LUBRICATING OILS represent an $800-million-plus 
market—about the size of the entire U.S. liquor in- 
dustry—but oil sales have been falling off badly. 
Here’s what H. P. Ferguson, wholesale and subsidiary 
sales manager for Sohio, said could be done to stem 
the sales dropoff in oil. 

“If we want to sell motor oil, let’s start to do a job 
of selling ourselves. If we don’t think it important, let’s 
get out of the business.” 

A rather informal non-scientific check was made 
in the offices of one of our major oil companies and 
the men whom our market researchers certainly would 
not call ‘average’ admitted to no fixed drain periods. 
Since I feel this example is typical, doesn’t it look as 
if we have a job to do right at home? 

It is too easy td point the finger at someone else 
to justify our failure. We can blame the automotive 
industry and its recommendations for our falling motor 
oil sales. Why not just admit it—we have been out- 
merchandised by the automotive people. They say: 
“You may extend your drain.’ The oil industry says: 
‘Buy improved and much better XYZ oil.’ Is anyone 
surprised that ‘John Q’ jumps to the conclusion that 
the two industries are in agreement? 

And for each member of our industry who blames 
the automotive manufacturers for our troubles, there 
is another who claims we cannot afford to promote 
lubrication properly. It may be that we are spending 
all we can properly afford for lubrication promotion. 
It is obvious, however, that we have been selling the 
high quality of the products and not the need for 
them. 

Insurance companies do not sell accident insurance 
to men who are going to have accidents. They rec- 
ommend that everyone should carry it as protection. 
Mr. J. W. Lane, in the paper quoted by Mr. Yater, 
showed that it costs only $12 to $16 more annually 
to change on a 1,000-mile schedule than on a 3,000- 
mile one. That is cheap insurance to protect against 
the cost of engine repairs and tune-ups. 

Some progress has been made with the service de- 
partments of the auto manufacturers. Early this year, 
Buick mailed a preventive maintenance booklet to all 
Buick owners. Included was a unique oil drain re- 
commendation. Briefly it said, ‘See your dealer who 
will recommend on the basis of your driving habits.’ 
Late in 1957, Oldsmobile sent out sound recommend- 
ations. In this release, they listed 500, 1,000, 2,000 
and 3,000 mile drain intervals and described the type 
of driving for each. 

Our lubrications committee can continue its edu- 
cational efforts with the automobile manufacturers. 
At our annual meetings with the automotive people, 
we have stressed the potential harm to our mutual 
customer—the motorist—that their long drain period 
recommendations may cause. 


As individual companies, we have to demonstrate 
the importance to our own dealers and to our individ- 
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HOW TO KEEP THE MARKET 
@ Start by selling ourselves 


@ Merchandising oil as repair 
insurance 


@ Stress engine need, not just 
quality of product 


®@ Get station salesmen under 


the hood 


@ Show car owner change is 
long-run economy 


ual customers. If you think it can’t be done success- 
fully, let me tell you the story of a successful attempt. 

A test conducted in 88 different cities and involving 
more than 5,000 typical cars showed that stations, 
simply by asking for business, were able to sell about 
seven times as many oil changes as those which did 
not ask. This solicitation also resulted in a 56% in- 
crease in the number of ‘makeup’ quarts sold, and the 
net result was that the stations checking the oil sold 
three times as much as those which did not. Profit- 
wise, solicitation versus non-solicitation amounted to 
approximately a 250% increase in favor of solicitation 

[his representative and true survey dramatically 
shows what can be done in the way of increasing mo- 
tor oil sales if service station salesmen will only ask 
for business by 
e Getting under the hood 
e Showing the dipstick to the customers 
e Discussing the advisability of an oil change or the 

necessity for servicing makeup oil 

Maybe you don’t approve of the dealer who slam- 
med down the hood of a big car needing a quart of 
oil and remarked, ‘Well, if that’s the way you protect 
a $5,000 investment—O.K.’ The example is not cited 
as the best means, but simply the dramatization it 
takes to get the customer’s attention. 

Maybe that story sums up our problem. As an in- 
dustry, we simply have not been able to get the 
customer’s attention and create a desire to protect his 
first or second largest investment 

But after all, an $800-million market is about the 
size of the entire United States liquor industry. It 
certainly is worth saving. It is a market worth sell- 
ing. It is a market which means a great deal to our 
dealers. Let us, therefore, do that job of selling which 
must be done.” 





Take the A-PLUS Route 
to A-PLUS PROFITS! 


ASHLAND 





Here’s the super gasoline 

that everywhere rates an A-PLUS 
...in both power performance and 
in sales performance! 





Why? Because Ashland Oil & Refining Company engineers and technicians 
have created a revolutionary new super fuel that is guaranteed to give more 
power and better performance to all cars on the road today. 


Millions of motorists are seeing and hearing the story of A-PLUS gasoline 
and the money-back guarantee .. . in newspapers, on radio, TV stations 
and outdoor posters. Hard-sell service station displays promote the entire 
line of outstanding Ashland Oil products at the point of sale. 


There’s an A-Plus profit package with your name on it! Just call the Ashland 

Oil office nearest you for complete details! 

ASHLAND OIL & REFINING COMPANY 
Home Office: Ashiand, Kentucky 


ALTON, ILL., 528 Henry Street BUFFALO, N. Y., 800 Ellicott Square CHICAGO, ILL., 6 N. Michigan Avenue 
CINCINNATI, O., 1402 Federal Reserve Bank Bldg CLARKSVILLE, IND., 214 Center Street CLEVELAND, O., Standard 
Bidg DETROIT, MICH., Dearborn P. 0. Box 6025 — EVANSVILLE, IND., 2500 Broadway — FINDLAY, 0., P. 0. Box 210 
FREEDOM, PA, — LOUISVILLE, KY 1202 S. Third Street NASHVILLE, TENN., 5 E. Main Street — PADUCAH, KY 
PITTSBURGH, PA., 711 Shields Bidg 


The Independent Brand Got, Independents 
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Lubrication 


Ammunition for Lube Sales 


Here's a double-barrelled sales pitch to aim at today’s motorist: 
@ Motor oils DO wear out — tests prove it 
@ Dirty, over-used oil makes engines wear faster 


TWO OLD MYTHS were exploded at the API 
Lube Committee meeting in Point Clear, Ala. 
They’ve plagued lube men for years—and helped 
depress motor oil sales (see p. 93). 

First Myth: Oil doesn’t wear out. Hugh L. 
Hemmingway, research director for Pure Oil Co., 
says his tests show up to 30% of crankcase oil by 
volume may break down after months of use. 

Second Myth: Long drain periods don’t harm 
engines. D. W. Gow of Gulf Research and De- 
velopment Co. says his investigations prove that 
engine ring wear is 6.5 times greater after 2,500 
miles of use than with fresh oil. 

These new data are added to a rapidly accumu- 
lating body of facts that show the 1,000-mile oil 
change makes good sense for the motorist—as well 
as for the dealer and lube marketer. (NPN—May 
°57, p131; April 58, p119). 

The question is: Will marketers be able to use 
the facts to pump life into motor oil ratios? 

Oils Wear Out—Hemmingway’s target is tech- 
nicians who claim that “oil gets dirty; it doesn’t 
wear out. Oil filters will remove the dirt.” 

Pure Oil ran tests of 60 motor oil samples. 
Hemmingway says the results show “the filtered 
oils are neither just as good after use as before, 
nor have they preserved their different properties 
almost intact.” 

Pure’s tests showed that use generally produced 
a change in viscosity. All oils were darker in 
color. The additive content of all the oils was 
substantially reduced. 

Oils can be restored to near-new condition, says 
Hemmingway, but the process is expensive. Even 
at that, oil wear is still evident. For example, if 
100 gal. of used oil is re-refined, the finished product 
will amount in bulk to only about 70 gal. That’s 
a 30% product loss—a loss which Hemmingway 
equates with the amount of oil that was “worn out” 
during use and can’t be restored. 

Hemmingway traces the origin of the belief that 
oils do not wear to a paper presented by a Bureau 
of Standards official in 1917. Since then, the belief 
has crept throughout the industry. An API publi- 
cation, “Know Your Motor Oil,” cites it. 


The term “worn out” is a relative one, Hemming- 
way thinks. His definition is strict: if an oil can’t be 
restored to its original properties by filtration, it 
should be classed as “worn out.” Pure’s tests thus 
show that a lot of “worn out” motor oil is being 
used over and over in U. S. cars. 
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Engines Wear, Too—Gulf’s research used radio- 
active tests to trace engine ring wear. Using an 
SAE 20/20W MS oil, here’s what Gulf learned 
about stop-and-go city driving: 

e After 500 miles of use—ring wear 1.75 
times greater than when oil is new 

e@ 1,000 miles—ring wear 3.25 times greater 

@ 2,500 miles—ring wear 6.5 times greater 

It’s almost the same story in city and suburban 
driving (same oil grade used): 

e@ 500 miles—ring wear 1.5 times greater 

e@ 1,000 miles—ring wear 3 times greater 

e@ 2,500 miles—ring wear 4.5 times greater 

Gulf’s tests also showed that there’s a difference 
in how oils of different API service classifications 
stand up under wear. For instance, at 2,500 miles, 


_an MM oil shows an increase in ring wear 50% 


higher than the MS classification. 

Marketers are considering ways to use the Gulf 
findings reported by Gow. Many have run their 
own radioactive tests. One suggestion is to draw 
up a comprehensive guide to change practices, 
based on engine wear. It could be published by 
API and distributed at all service stations. Such 
an effort, many marketers think, might give lube 
sales a much-needed shot in the arm. 

What Can We Do?—A guide, if it could be 
developed, might be some time in preparation. What 
can lube marketers do right now to bolster sales? 

Some lube men may follow the suggestion of 
Howard P. Ferguson of Standard Oil Co. of Ohio 
(see p. 89). They want their dealers to try the 
25-car test to prove a sales effort will work. 

The lube committee offered these ideas: 

1. Develop a sharp merchandising program built 
around drain information and urge dealers to use it. 

2. Promote shorter drain intervals in house 
organs. Oil personnel are among the worst offenders 

3. Put equal emphasis on merchandising sound 
drain practices, as well as product improvements. 

4. Appoint a committee to work with car makers 
toward a joint drain recommendation. 

5. Consider an institutional ad campaign to 
sell the 1,000-mile drain to motorists. 

Marketers have been calling for industry-wide 
educational and advertising campaign for a long 
time (NPN—Feb ’57, p107). Some segments, how- 
ever, have remained cool to the idea. Such a cam- 
paign may be closer now. Even if oils don’t wear 
out, the patience of marketers does. Ld 





and discover 


NOW! OPEN THOSE DOORS... sure-fire sales! 


Ki now dealers can’t miss! Millions of cars have 
a Purolator “Seal of Protection’”’ sticker on their 
doors. Millions of motorists now know it stands for 
vital engine protection. And, thousands of dealers 
know it stands for the most effective filter-selling 
program ever developed. But they’ve got to start 
opening doors to find it! 


To keep this tremendous filter-selling drive in 
high gear, Purolator continues to pre-sell motorists 
every weekend over Monitor. That means almost 
every car owner—at home or on the road—will be 
getting the full sales impact of the most-listened-to 
radio program on the air. 


Remind your dealers to open doors! To check every 
car for a “Seal of Protection,” the sure-fire signal 
for a filter replacement sale . . . to tie in with 
Purolator’s powerful push on Monitor. It’s the 
combination that will give them greater filter and 
oil volume than ever before . . . and give you more 
profit, too. 


And, keep your Purolator stock complete so you 
won’t miss a sale. Every filter is bound to be a 
money-maker—right down the line. 


*‘Purolator’' Reg. U.S. Pat. Off. 


MONITOR 


THE NEW NBC RADIO SERVICE 


America’s big weekend sports, news 
and entertainment program sells 
Purolator over 194 NBC stations! 


What a team to clean up with! 


j;PUROLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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No Bottom for Oil Ratios? 


SERVICE STATION motor oil ratios are at an 
all-time low. 

NPN’s semi-annual survey of station motor oil 
sales for fall-winter 1957-58 shows the national 
average oil ratio was 0.96. That’s a dip of 12 
points from the fall-winter 1956-57 ratio of 1.08. 
This is the first time in the history of the NPN 
oil report that ratios have tumbled below 1.00. 

The NPN ratio represents the number of gallons 
of motor oil moved for each 100 gal. of gasoline 
sold through service stations. You can put it an- 
other way: a ratio of 0.96 is equivalent to one 
gallon of motor oil for 104.17 gal. of gasoline sold. 

Total consumption of motor oil declined between 
5% and 6% during this period. Individual con- 
sumption of oil per car dropped 1.07 qts., from 
12.63 in fall-winter 1956-57 to 11.56 in fall-winter 
1957-58, a loss of 8.5%. 

For a service station handling an average of 300 
cars, the drop would mean a loss in volume of 75 
gal. of motor oil and a decline in profit of about 
$60 for the six-month period. 

NPN’s figures are based on motor oil ratio re- 
ports submitted by 25 companies, not on total sales 
figures. Together, the 25 companies make up 42 
marketing units in five Petroleum Administration 
for Defense districts. Of the 42 marketing units, 
34 reported a decline from last year; seven showed 
gains; only one unit remained the same. 

The three most heavily populated PAD districts 
—1, 2, and 5—all reported ratios below 1%. The 
greatest single decrease for any marketing unit was 
54 points, from 1.39 to 0.85. Next largest drop 
was 29 points. 

During fall-winter 1957-58, 20 marketing units 
were below 1%. In fall-winter 1956-57, only eight 
fell that low. In spring-summer 1957, 10 units 
were below 1%; in spring-summer 1956, one. 
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Here’s the breakdown district by district: 


PAD District FW 56-57 FW 57-58 Change 
(East Coast) 1.05 0.92 —13 
(Midwest) 1.13 0.90 —23 
(S.W.-Gulf Coast) 1.22 1.04 —18 
(Rockies) 1.14 1.03 —I1 
(West Coast) 0.97 0.88 en 

U.S. Average 1.08 0.96 paca 


Two factors kept total consumption of motor 
oil from dropping more sharply than it did. While 
individual consumption was down 8.5%, the total 
vehicle population increased slightly less than 3% 
during this period. At the same time, gasoline con- 
sumption per car for the six-month period rose 
sharply from 92.5 gal. in fall-winter 1956-57 to 
104.1 gal. in fall-winter 1957-58. 

It’s still a sad picture, however, from the stand- 
point of driving habits. Motorists continue to put 
more miles between changes. That figure rose from 
2,534 miles in fall-winter 1956-57 to 3,075 in fail- 
winter 1957-58. The average number of changes in 
the six-month interval dropped from 1.73 to 1.37. 

Lube marketers are hoping there’s a way to 
check the steady 10-year decline in motor oil sales 
Proposals along this line were a hot discussion 
topic at the API marketing division’s mid-year 
meeting in New Orleans. (See p 88.) 


Want More Details? 


NPN has prepared tables showing (1) motor 
oil ratios for service stations in 42 marketing 
units; (2) breakdown of 18 units that report both 
over-all and station-only ratios; (3) breakdown by 
individual consumption; (4) station oil sales ratio 
for fall-winter periods 1952-1958. You can get 
them by writing to Reader Service Department, 
NATIONAL PETROLEUM News, 330 West 42nd St., 
New York 36, N.Y. Ask for Data Sheet MO-1. 





ANNOUNCING the FILTAIR-CHEK FC-98 


DIRTY 
FILTER 


VLA 





REVOLVING 
BASE 


ele] BA) tele) 
SWITCH 


For less than 50 cents a new merchandiser 
that shows and sells air filters 


Tuar'’s RIGHT! Your dealers get a 
Free Air Filter that fits the 1958 Fords 
when they buy the new Purolator 
Filtair-Chek merchandiser. So they 
practically get their money back 
with the first Purolator Air Filter 
replacement they make. 

But the big pay-off is the Air Filter 
volume they'll get with the Filtair- 
Chek unit. It’s a real money-maker 
that clinches a sale on sight—puts 
the evidence of a clogged air filter 
element right in front of their cus- 
tomers’ eyes. 

The principle of the Filtair-Chek 


is simple: The light difference shows 
the motorist when the filter should 
be replaced. Just place a new Air 
Filter and the customers’ used 
filter on the base of the unit... 
put the cover on top. Then switch 
on the light bulb inside. Presto! 
The light comes through the new 
element . .. but not through the 
clogged filter. 

You’ve never seen a simpler or 
cheaper way for you and dealers to 
sell and make a potful of profit with 
Purolator Air Filters. Start promot- 
ing the Filtair-Chek unit now. 








Here’s the deal: 


Dealer pays for the 
FC-58 

Dealer gets FREE 
one AFP-13 which 
he sells for 


*4.95 


*4.50 
*.45 


Dealer’s total cost only 





**Purolator’’ Reg. U.S. Pat. Off. 





What a team to clean up with! 


PURQOLATOR 
OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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Brief But Significant 


No atom fuel crash program — yet .. . sales go up, 
profits don't . . . station supermarkets closer than 
you think . . . Humble fights dealer turnover 


>The Atomic Energy Commission 
will not back a “crash program” for 
development of atomic and nuclear 
energy. Lewis Strauss, past chairman 
of the AEC, says the nation has 
enough crude oil and coal so that “no 
early foreseeable demand” exits for 
atom power. 


SIGNIFICANCE: Oil marketers should 
receive the news with cautious en- 
thusiasm. There’s considerable Con- 
gressional sentiment for a major atomic 
push. 


&A Southwest major reports April 
sales volume was 10% over March, 
and hopes to keep it climbing with 
heavy emphasis on service during the 
summer. 


SIGNIFICANCE: Despite volume rise, 
the company fears its second quarter 
profit picture may be dark because of 
subnormal price situations. 


Business failures involving loss to 
creditors were low for petroleum 
wholesalers and retailers in 1957, re- 
ports Dun & Bradstreet. There were 
only seven wholesale failures and 390 
retail failures nationwide. 


SIGNIFICANCE: The business failure 
figure doesn’t include transfers or 
discontinuances, which usually run 
much higher. 


Phillips Petroleum Co.’s consignees 
work on an escalation provision, says 
John Getgood, general sales manager. 
The low-stop is 75%. 


SIGNIFICANCE: This is the first time 
Phillips’ arrangement—an exception to 
the general rule of straight commission 
—has been reported. 


&Service stations of the future will 
be “supermarkets,” says an industrial 
designer. They'll include accessory 
stores, insurance agencies, food service 
—maybe even a theater. All will be 
designed, says the expert, for family 
use while the car is being serviced. 


SIGNIFICANCE: Some of the ideas are 
closer than you might guess. The de- 
signer reports he’s in the negotiation 
stage now with a marketing company. 


>The voluntary oil import restriction 
program is headed for a court test. 
Eastern States Petroleum and Chemi- 
cal Corp. is asking a U.S. District 
Court to declare the program invalid. 
Eastern’s move follows cancellation 
of a JP-4 contract by the Military 
Petroleum Supply Agency. The con- 
tract was set aside when the Interior 
Dept. advised MPSA that Eastern 
was a “non-complier” with the im- 
port program. Interior also turned 
down Eastern’s bid for a retroactive 
increase in quotas. 

SIGNIFICANCE: Eastern States says the 

program isn’t “voluntary.” If the court 

agrees, it could mean the end of the 


present program—or mandatory con- 
trols imposed by Congress. 


Humble Oil Co. is reported engaged 
in a hard campaign aimed at cutting 
down on dealer turnover. 


SIGNIFICANCE: Company feels turnover 
is responsible for many of its biggest 
costs and gallonage loss problems. 


Gulf Oil Co. has started a bulk plant 
by-pass program at stations where the 
company controls the lease. Low vol- 
ume stations (below 7,500 gal. per 
month) probably won’t be affected. 
By-passed consignees will receive an 
override, but it will be lower than the 
normal commission. 


SIGNIFICANCE: Marketers are looking 
for more efficient, cheaper distribution 
methods. Gulf’s move accents the 
swing to direct delivery. 


©Toll-TV has flunked its first test. 
The experiment, begun last year in 
Bartlesville, Okla., is being killed be- 
cause of lack of a workable meter 
and competition from free movies on 
commercial TV channels. At the end, 
the system had only 800 subscribers, 
out of a goal of 1,500. Most Bartles- 
villians are employes of Phillips 
Petroleum Co. or Sinclair Oil Corp. 


SIGNIFICANCE: The Pay-As-You-Watch 
idea isn’t dead, however. Paramount 
Pictures plans to launch closed-circuit 
pay systems in two areas in the U. S. 
and one in Canada late this year. 
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This half-page ad leads off D-X 
Sunray Oil schedule in 
Life magazine. Ads will tie in with 
missile and plane layouts now boom- 
ing “Boron” premium 
newspapers. 


Co.’s new 


gasoline in 


SIGNIFICANCE: First appearance in a 
national magazine for fast-growing 
D-X (first quarter sales up 8.2% this 
year; Boron sales reported up 13.4% 
in January, 24.5% in February, 16.5 
in March). 


>The National Bureau of Standards 
has developed equipment to check 
the accuracy of LPG dispensers. 


SIGNIFICANCE: Inspection of dispensers 
at the jobber level will be handled by 
state and community authorities, 


PThe Fina flag is about to replace 
Panhandle and Amlico identification 
signs at some 50 stations in the Wich 
ita Falls, Tex., area. 


SIGNIFICANCE: This is the beginning of 
American Petrofina’s station reidentifi- 
cation program (NPN—March, p 100) 
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the first practical and guaranteed. 


DATING ROOF 


FOR small diameter tanks in 
MARKETING, BULK STORAGE, PRODUCING 
and REFINING OPERATIONS. 


Suitable for storing gasolines, crude oils, and hydrocarbon chemicals. 


The HAMONDFLOTE COVER is constructed of rigid 
polyisocynate foam—a plastic material with exception: 
ally low density and high load carrying capacity. 


CONSERVES VAPOR + PRESERVES PRODUCT 

PREVENTS CORROSION » LOW COST—NO MAINTENANCE 

UNSINKABLE + VIRTUALLY INDESTRUCTIBLE 

LONG LIFE—(more than 10 years expectancy) § 
UNAFFECTED BY WORKING TEMPERATURES . i 


i ih REMOVED wits AY FOR ITSELF 
IN A FEW MONTHS. 


Write or call us and we will send our nearest representative 
to give you full information. 


*Pat, Pending, Trade Mark reg. 


HAMMOND IRON WORKS 


744 BROAD STREET, NEWARK 2, N. J. 
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Equipment 


What's New in Lighting 


@ Some lighting that was good enough only five years ago is making 
marketing departments unhappy today 


@ Lighting is becoming a more significant competitive tool now— 
partly because private branders have used it so profitably 


@ There are plenty of ways to light up stations. On the following 
pages you'll find the ones that are really paying off today 


To see how good lighting pays off, turn the page > 


July, 1958 + NATIONAL PETROLEUM NEWS 





How Good Lig 


“A SALES TOOL of major importance” is the way 
one oil company speaks of service station lighting. 
Everywhere in oil marketing today there’s sharper 
recognition of the pulling power of stations that 
look bright and inviting after dark. 

“Our thinking on station lighting has changed 
over the past two or three years,” says another 
company. “Previously we went along with the idea 
that you didn’t need too much light at night, be- 
cause 70% of the gasoline is sold in daylight hours. 
Now we feel the other 30% is in danger, if we 
permit our stations to look drab in contrast with 
others.” 

The 70-30 split between day and night volume 
shifts a lot with the seasons. One major company 
study indicates that in the months when standard 
time is in effect, some of the most brightly lighted 
stations do as much as 40% more business after 
dark than during daylight. 

Candlepower attracts business, Standard of In- 
diana tells its dealers, because motorists tend to 


ting Pays Off 


pass a dimly lit station. Texaco suggests dealers 
ask themselves this question: “How many car own- 
ers do you know who will choose a dispirited, 
gloomy station over a brightly lighted one that 
looks alert, sparkling and ready for business?” 

“Good lighting is your best competitive weapon 
after dark,” says Gulf. 

“If your competitor’s station is brighter than 
yours, he’ll draw the bulk of the business,” Shell 
reminds its dealers. 

Esso spells it out this way: “The purpose of 
lighting your station is the same as that of depart- 
ment stores, supermarkets and other stores—to at- 
tract customers, increase sales, and profits.” 

To carry out their part, suppliers are adding 
more light. The increase is by no means uniform 
by area or by company, but over the past four or 
five years, over-all light volume is up 20%-100%. 
It probably will rise more sharply this year and 
next, as each new station puts its competitors in the 
shade. 
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To illustrate what often happens, there’s the 
story of a new major company station in a promi- 
nent spot in a large southern city. The company 
decided to try the effect of plenty of light, using 
all the new types of fixtures including facade light- 
ing on the building face. 

Across the street at a key station of a major 
competitor, gallonage rapidly dropped off. Long 
after the novelty and heavy opening promotion 
wore off, the new station held its gains while the 
competitor continued to suffer. At length—after 
chalking up a $10,000 loss—the competitor de- 
cided to match the new station’s lighting, and has 
since recouped some two-thirds of the loss. 

Dealers Resist—Despite these and similar object 
lessons, many dealers are prone to regard night 
hours as a necessary evil. They get no comfort out 
of parallel conditions in the restaurant, movie and 
drug store trades; they’re inclined to look only 
for ways to cut the light bill, while ignoring the 
sell in lighting. 

Most oil companies try to counteract that sour 
note with arguments and figures. Last March, Pure 
Oil Co. circulated a table showing how a dealer 
who turns off four of his building spotlights for a 
month saves only 4¢ a day. Or if he douses three 
of his building spots and one 750-watt flood, his 
saving is still only 6.5¢ per day. 

On the other hand, Pure points out that an 
aggressive dealer can increase his lighting with two 
1,000-watt floods and two 150-watt spots and pay 
only 19¢ a day more. He’d make that much profit 
from two extra gallons of gasoline plus the normal 
proportion of related sales. 

Longer Hours—That argument can be presented 
in a number of ways, and practically every major 
oil company has done so at one time or another. 
The reasoning is sound enough, but the majors 
have hurt their cause son 2what by overemphasis 
on all-night operation. One marketing official points 
out that salesmen eager to make a showing have 
sold 24-hour operation to some dealers who could 
not help but lose money on it. 

Sharing the Cost—Several oil companies split 
the cost with dealers who want to try long hours. 
Some examples: Richfield of California will pay the 
whole light bill for stations on 24 hours; Phillips 
pays 50% for 18 hour operations, and 75% for 
24 hours; D-X Sunray pays 75% of light and 
heat for 24-hour stations; many companies pay all 
the utilities for an increasing number of consign- 
ment dealers. 

Regardless of who pays the bill, 18- and 24- 
hour stations probably will increase. The suburbs, 
where cars are a necessity both day and night, 
are still growing. For longer trips, better high- 
ways invite night travel. 

But more than any of these factors, pressure for 
better lighted stations grows out of competition. 
And the biggest single influence in the lighting 
race is the private brander. 
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Look at the Difference 


POOR: Getting by with island lights alone does 
save pennies—but loses dollars in extra sales 


. 
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BETTER: Turning on area lights at the first sign of 
darkness adds only 4¢ an hour to the light bill 


BEST: Add facade lights, and you end up with a 
sharp-looking station—for only 7.5¢ an hour more 


To see how private branders light their 
stations, please turn the page > 
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POWERAMA uses 28,000 watts for ground-level lighting, from 10 ft.-candles at curb to 114 at pump 


Why Private Brand Stations 


MOST OF THE PRIVATE BRANDERS don’t 
have to worry about dealers, because they don’t 
have any. They know that whatever lights they in- 
stall will be used. Night hours are no problem 
either. 

Typical private brand outlets are brilliantly light- 
ed and stay open long hours. Where major com- 
panies spend between $1,500 and $2,500 for light- 
ing the average new station, private brand operators 
are likely to average $3,500. For some of their big- 
ger outlets in large cities they’ve been known to 
spend $7,500 on outdoor fixtures. 


Monthly light bills for large numbers of major 
company stations average something like $30 to 
$50; the average Clark or Hudson station in a mid- 
western city will have a bill of around $120 a 
month. A few of the largest major all-night stations 
run up bills of $300-$350 a month, while tops for 
the independents runs up to $500-$600. 


The private branders, however, get more light for 
less money by making greater use of fluorescent 
and mercury vapor lights. Fixtures that hold fluores- 
cent tubes and mercury lamps cost three or four 
times as much as fixtures for incandescents, but they 
give three times as much light for the same dollar’s 
worth of current. 

Not only do the independents believe in plenty 
of light, they also believe in night operations. Few 
of the big major companies have more than 5% of 
their stations on a 24-hour basis, and generally not 
more than half are open after 9 p.m. Even on the 
West Coast, where the climate favors driving at 
night, less than 10% of dealer-operated major 
brand stations are open all night. 

Among private branders, 24-hour stations com- 
prise about 65% to 80% of the total, and almost 
none close before 9 p.m. Nearest approach on hours 
of operation are those majors with a significant num- 
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CLARK uses a combination of fluorescent tubes under a projecting roof for more added brilliance 


Outshine Their 


ber of salary stations, where about 50% are likely 
to be on a 24-hour basis. 

While wattage is no longer a true measure of 
station lighting, it’s still widely used as an index, 
from force of habit. Thus a major company lighting 
manual suggests model layouts for neighborhood 
stations, highway stations, “key” stations on main 
streets, and in areas where there’s a lot of surround- 
ing “light competition.” 

The manual adds up total installed wattage for 
each layout, from a minimum of 4,000 watts to a 
maximum of 13,000 watts. In contrast, a number 
of the largest private brand outlets, located in the 
midst of other bright lights, have outdoor lights 
drawing in excess of 30,000 watts. 

In the lighting race the majors have reversed their 
former position. They once took the lead in improv- 
ing outdoor lights, particularly when the first out- 
door fluorescents came into use. The improved ap- 
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Competition 


pearance of their stations inspired the private brand- 
ers to go in for bright lights, too. 

Now they’ve gone far beyond what the majors 
consider desirable or necessary in lighting expense. 
As the majors see it, most private brand stations are 
extravagantly overlighted. They spend their money 
on excess light instead of advertising, says one ma- 
jor company official. Other explanations in the same 
vein: Private branders don’t usually try for wide 
coverage of an area, so their outlets have to get 
the motorist in while he’s passing—they don’t have 
another station down the street. On the West 
Coast it’s said that the independents’ giveaway pro- 
grams lose their selling power at night unless the 
signs that advertise them have plenty of light. 

Whatever the reasoning or the arguments, the in- 
dependent private brand segment of the oil industry 
has prospered during the period it’s been setting the 


pace in station lighting. (Please turn the page) 





DARK BUILDING FRONT has that dead look... 


How to Make 


THERE ARE PLENTY OF WAYS to brighten 
up lighting: 

e@ You can provide more generous area light- 
ing (sometimes called perimeter or yard lighting). 
That’s the most common practice. 

e@ You can put more light on the station build- 
ing, using some form of facade, soffit, or coping 
lights. Or you can try the newest idea—an in- 
terior-lighted plastic panel built into the front wall. 

e@ You can go all out for interior lighting, es- 
pecially ceiling lights in back of large glass areas. 
That way a considerable spill of light reaches the 
driveway. 

e@ You can get a similar effect in canopy sta- 
tions by building up the light volume beneath the 
canopy. 

@ You can concentrate light on the pump is- 
land, using a low, flat fixture, if you're strong for 
point of sale rather than area lighting. If you hold 
the opposite view, you can help the general bright- 
ness of a station by using island lights with a 
15-20 deg. tilt at the sides. 


The most popular method of improving area 
lighting involves the use of 400-watt fluorescent 
flood lights on poles at lot corners and sides. The 
smallest practical fluorescent floodlight gives three 
times the light of a comparable incandescent flood- 
light, and even though it costs quite a bit more, 
it holds down the dealer’s light bill. To a lesser 
extent, mercury-vapor floodlights are coming into 
wider use. 

Fluorescent Trend—After outdoor fluorescent 
lights were perfected some 10 years ago, they quick- 
ly became popular for pump island lighting. 
While there are still many of the old mushroom 
incandescent fixtures in use, they’re no longer in- 
stalled in new stations. 


FACADE LIGHTING brings it back to life 


Improvements in 


The job of lighting the building face is still 
largely done by incandescent spot lights. Although 
Standard of Ohio has been a longtime user of 
facade lighting—and Conoco and Humble have re- 
cently adopted it—other companies use it spar- 
ingly. 

For area, approach or perimeter lighting, the 
favored method used to be (and still is, in some 
areas) 500, 1,000 or 1,500-watt incandescent bulbs 
in conventional floodlight reflectors. They’re mount- 
ed singly or in groups on poles located sometimes 
at islands, but mostly at lot corners and sides. 

Until recently a few companies tried to keep 
their floodlights on island poles, for wiring eco- 
nomy. But ever-widening station lots have pushed 
most area light poles out to the edge. Hence the 
term “perimeter” lighting. Here’s where the trend 
to more light, via fluorescent floods, is taking place. 

A swing to fluorescent floods for area lighting 
started in the Midwest, where it has now reached 
large proportions. You don’t see so many of them 
yet in the East or on the Pacific Coast, where oil 
companies still feel they must shave every possible 
dollar off station construction cost. The difference 
between $35 for an incandescent flood and $200 
for a fluorescent flood has been a controlling fac- 
tor. A new economy-model $100 fluorescent 
brought out early this year by one of the fixture 
manufacturers may convert the holdouts. 

Mercury Makes Headway—There are many 
more mercury vapor lights in stations today, de- 
spite oft-voiced criticisms. Almost any operations 
man—and some fixture manufacturers too—can ex- 
plain in detail what those blue-green mercuries do 
to station color schemes, the paint colors on auto- 
mobiles, and the human complexion. 

It’s all right to use them for area lights, how- 
ever, particularly at driveway entrances. Custom- 
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BRIGHT CEILING LIGHTS illuminate drive 


Your Lighting 


ers drive quickly through the entrance zone on 
their way to the pumps. Don’t use them close to 
a sign or building that has any great amount of 
red, yellow or brown coloring. Phillips Petroleum 
probably uses more mercuries than anyone, in 
spite of the dominant brown color in the typical 
Phillips brick-front stations. A number of older 
Phillips stations still have mercury-vapor flood- 
lights on high island poles doing double duty as 
island and area lights. Phillips still favors mercury 
lights, but as lot sizes have grown, they’re all on 
the perimeter now, well away from the building, 
and the islands now have conventional fluorescent 
“T” lights. 

Mercuries Save Money—For low current cost 
you can’t beat either the mercury-vapor lamp or 
the fluorescent tube. They both give about three 
times as much light per dollar’s worth of current 
as an incandescent bulb, and they last at least 
three times as long. The incandescent edge is in 
low first cost. Both bulbs and sockets are simple 
and they’ve been in mass production for over a 
generation. 

You get one minor advantage with the mercury 
floodlight. Where the long fluorescent tube gives a 
wide spread beam, a mercury lamp, like an in- 
candescent, is a compact light source and its light 
can be concentrated within a limited area. 

Midwest Leads—In the past five years, total 
volumé of outdoor lighting installed in midwestern 
stations has exceeded other areas. Some Midwest 
division offices (where final decisions are made) 
have been using nothing but fluorescent or mer- 
cury area lights for the past two years. 

Besides being willing to spend more money, 
Midwesterners have done more of the experiment- 
ing. Both majors and private branders are putting 
up combinations of incandescent with mercury and 
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fluorescent with mercury for island and area light- 
ing, to find a blend that will minimize the objec- 
tionable color of the mercury vapor lamp. And 
they’ve tried almost every kind of facade lighting 
that’s been offered. 

New Trends—Two new ways of lighting service 
station fronts are now being tested. They’re only 
good for stations without canopies. 

One is to let the roof extend beyond the wall 
and mount a long, narrow fluorescent fixture be- 
low the overhang. New Shell and D-X stations are 
designed for this method, known as soffit lighting. 

The other is to use some form of facade or coping 
light. One form is the Guardian facade light, sim- 
ilar to that used by Standard of Ohio for some 
years. The fixture is mounted on brackets extend- 
ing out from the wall about a third of the way 
down from the top. The other form, used by Con- 
oco and Humble, resembles billboard lighting and 
uses brackets extending straight out from the roof. 
The light is projected backward and downward 
against the building face. This type of fixture is 
available from five companies. 

Cost of this form of building lighting can run 
as high as $2,800 installed, although some of the 
simpler coping types can be put in for under 
$1,000. Soffit lighting is cheaper than either form, 
but is limited to stations designed with a roof 
overhang. 

Facade or coping lights make the building stand 
out, but the cost runs a lot more than the spotlight 
method. It’s easy to mount the familiar PAR (pol- 
ished, aluminized reflector) lights in clusters on 
area poles, or in a row along the top of the pump 
island fixture. 

First cost is low. For the most commonly used 
PAR 38 (150W), socket holders run under $5, and 
the lamps about $1.50. The PAR 56 (300W) lamps, 
used for distances beyond 20 ft., are proportion- 
ately low in price. Larger units for throwing a 
long distance beam still cost far less than any 
other type of building lights. 

But current costs are high, and dealers there- 
fore cut down on the number of spots they should 
be using. It’s also easy for spots to get out of focus 

What’s Next?—Several oil companies have exper- 
imental stations under study involving all known 
varieties of lighting. At one station, adjustable fix- 
tures have been put in so that they can be varied 
at will for observation and study. 

Only recently the new high output fluorescent 
tubes, doubling the light output of former tubes, 
have become generally available for both island 
lights and area floodlights. Better fixtures and bet- 
ter light sources of all kinds—incandescents in 
cluded—continue to appear on the scene. 

Meanwhile the hot breath of competition is al- 
ways right behind marketing people. The only 
thing you can bank on is that your station lighting 
today has to be a lot better, because brightly lit sta- 
tions are selling more than dingy ones. s 





Management 


More Muscle, Less Fat in the 


In an era of changing marketing conditions, Socony Mobil is making 
some big changes of its own. Here's what it’s doing — and why 


BETWEEN NOW and the end of the year, Socony 
Mobil Oil Co. will put its marketing department 
through a sweeping reorganization involving 11,000 
people. The object: tightening up a billion-dollar-a- 
year Operation to meet tougher competition. 

“It’s a case of survival of the fittest today,” says 
Vern Bellman, director of domestic marketing. 

Socony ordered an intensive study of its market- 
ing last fall. Now it’s making big changes: 

@ New Customer Concept—Traditionally or- 
ganized by products, the marketing department will 
reorganize on a customer, or class of trade, basis. 
(Several other majors have recently done this too.) 
This accounts for two of three important new head- 
quarters jobs: resale marketing manager and com- 
mercial marketing manager (see charts on opposite 
page). These jobs will be paralleled in each of 
Socony’s 10 divisions, making a total of 22 new 
jobs from this one innovation alone.* 

The effect will be that future sales efforts will 
be geared more closely to customer needs, says 
Socony. In the past, sales managers specialized in 
products and overlapped each other. 

e@ Pin-Pointing Responsibility — Much more 
authority will be delegated to divisions and districts, 
allowing headquarters to pin-point responsibility. 
The objective is to boost division authority some 
two or three times over the present; accountability 
to headquarters will be hiked equally. 

Top-level control over selling and planning will 
be provided by a compact team reporting to general 
manager Glenn L. Werly. Key man is Baxter F. 
Ball, who comes from the subsidiary General 
Petroleum Corp. to fill the new job of general sales 
manager. In the past, some 15 men reported to 
Werly; now it will be seven. This will “free up” 
Bellman and Werly for more basic planning. Bell- 
man will concentrate on long-range objectives (two 
to five years, or more) while Werly, who will be 
responsible for implementing the plans, will carry 
them out on a one-year basis. 

Closer cost control will also be stressed in trim- 
ming expenses. In the new job of operations man- 
ager, Quentin W. Regestein moves from the central 
region managership, bringing a line sales view- 
point to distribution, accounting, purchasing and 
other non-sales functions. A new administrative 
manager will be responsible for coordinating budget 
matters; this job will be paralleled in each division. 

@ Talent Development—By creating new posi- 


*At the same time, two regional managerships have been 
eliminated, 


tions and upgrading others, Socony expects to im- 
prove its program for developing management 
personnel. “We’re interested in the orderly devel- 
opment of management people up the ladder,” says 
a top official. 

One important new line job will be that of area 
manager. He’ll work under the district sales man- 
ager directing up to 10 salesmen in each of 61 dis- 
tricts. A second key job is that of division sales 
manager. Both are intermediate steps, filling gaps 
the company has been anxious to plug. 


Benefits: They’re Split Two Ways 


Socony looks for a two-fold payoff: reduction in 
marketing overhead, and more time for managers 
to devote to basic planning. 


Director Bellman, for instance, says he dealt with 
over 700 station proposals last year; when the 
new plan is clicking, “Ill handle about zero.” 

“Sometimes,” he adds, “there were so many sig- 
natures on a proposal that I had to look all over 
to find room for mine. And at a recent meeting 
when I asked ‘who is responsible for this’ a divi- 
sion manager pointed at me. This is a sharing of 
responsibility we shouldn’t have. In the future we’re 
going to get away from it. We’ll set up the ground 
rules, then it will be the responsibility of the local 
units to carry them out. In other words, we’re going 
to have a high degree of centralization in policy set- 
ting and an equally high degree of decentralization 
in administration. At the same time, we look for 
sharper lines of communication.” 

Under the new plan, an estimated 90% of all 
proposals will be handled at division or below, in 
contrast to the 10% -20% handled at division now. 


Problems: Here’s What They Are 


Bellman and Ball are old hands at organizational 
changeovers. Both were at General Petroleum when 
that company decentralized its marketing depart- 
ment in 1953, with Bellman as marketing vice 
president. Ball became general sales manager—a 
new post at GP, as it is now at Socony. The 
Socony reorganization will be comparable to the 
GP overhaul, says Bellman, “but there'll be an 
awful lot more of it because Socony is much larger.” 

Biggest problem is to protect and build up the 
business during the period of transition. Likened 
to refueling in flight, the plan calls for Bellman 
and Werly to look after home office activities, while 

Please turn to page 178 
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NEW FACE: This Oklahoma jobber used to be a tough price cutter. Now he’s cashing in on modern stations 


‘Down with Price Competition 


Marketers should throw away their price signs, says Dick Knox. 
He did last year — and his business is booming 


KNOX INDUSTRIES was traditionally a tough 
price competitor for Oklahoma marketers. Founder 
Charles E. Knox, Sr., seldom backed away from a 
price fight. He even started a few himself. 

Suddenly last November, the company hauled 
down the price signs at its 33 stations. Young Dick 
Knox, son of the founder, launched a tumbler give- 
away and a “Boost Oklahoma” advertising pro- 
gram to replace them. Knox had a new face. 

Price Is a Scourge—Why the change? Dick Knox 
believes the Southwest gasoline market is weak be- 
cause of its incessant price wars. 

Knox would like it if all marketers—majors, pri- 
vate branders and independent refiners—abandon- 
ed price signs. He’s out to prove he can compete 
more effectively with sharp service, alert merchan- 
dising and advertising, and management efficiency. 

He spares no one in criticizing price-cutting 
practices. “Private branders have been depending 
too long on price to sell, rather than merchandis- 
ing.” Majors, he says, spur price wars with tem- 
porary allowances to dealers. “Nobody else makes 


By MARVIN REID 
Southwest Editor 


the same margin when a war is going on, so why 
should the major dealer?” 

Premiums can be troublemakers, says Knox, be- 
cause dealers don’t raise prices when they give 
them. Competitors react by cutting prices. 

When Knox began his tumbler giveaway, he 
raised pump prices 1¢ gal. Since then, his profits 
have risen. “Not necessarily my gallonage. It might 
be off some. But my profits have, and after all, 
that’s what we’re supposed to be in business for.” 

Knox’ current pricing policy puts him within 1¢ 
of major postings. During price wars, he drops the 
tumbler giveaway until postings are back to normal. 

Dick Knox isn’t trying to prove his father wrong. 
The elder Knox got volume results, and so has his 
son. He took over company management in 1956 
when volume was 14-million gal. a year. In 1957, 
it had risen to 18-million and Knox expects it 
to reach 20-million this year. 


Knox Merchandises Local Pride 


Knox stations sell only gasoline (2 grades), motor 
oil (3 grades), a few additives but no TBA. 
Half the customers still serve themselves, a 
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and merchandising gimmicks with a local flavor 


habit of former days. Attendants are trained to 
greet each customer and fill the tank unless the 
customer volunteers to do it. Regardless of who 
works the pump, attendants clean the windshield 
and vacuum the car (all stations have central 
vacuum units). 

Attendants get customers in and out of the sta- 
tion in a hurry. They check the oil on request and 
drain the crankcase if necessary. (There are out- 
door lifts at all multipump units—29 of the 33 
stations.) 

Tricks With Tumblers—Knox doesn’t eschew 
hard sell. He’s running a highly successful give- 
away, capitalizing on Oklahoma’s Indian heritage. 

The giveaways are frosted glass tumblers im- 
printed with pictures of Oklahoma Indians. A local 
Indian artist, Acee Blue Eagle, did the portraits. 

Tumblers come in sets of eight, with a pitcher, 
tray and mailing carton. Customers get one tumb- 
ler for each 10-gal. purchase. For the pitcher, tray 
or carton, a 20-gal. purchase is required. The 
whole thing costs Knox about 1¢ gal. 

Last December, the first full month of the give- 
away, Knox’ driveway sales rose 58%. By early 
spring, the gain was 40%. Knox expects it to level 
off at about 30%. 

Knox thinks the giveaway will outlive its use- 
fulness in two or three years. By that time, he'll 
have added a good many regular customers. 

Ads Sell the State—Knox advertising also draws 
on local pride. “Boost Oklahoma” is its theme. 

One recent ad series boasted that Knox gasoline 
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is not made from foreign crude. Oil imports, of 
course, are a sore spot for many Oklahomans. 

Knox spends between $60,000 and $75,000 a 
year on advertising. He uses radio, billboards, en- 
tertainment programs and city bus cards. The big- 
gest item in the budget is spot TV. Ad volume is 
highest in the spring and summer months. 

Knox thinks any private brander “could increase 
its business 25% by the right kind of advertising.” 

Caution on Credit—Knox has his own plastic 
credit card, good for 18 months. He figures a credit 
system costs him close to 2¢ gal. Without it, he 
says he’d lose a lot of business. 

Cards and imprinters cost $5,000. The company 
has issued nearly 10,000 cards. Losses run about 
$1,800 a year on half a million dollars in credit 
business. That’s a low figure, but Knox isn’t boast- 
ing: “We may be overcautious,” he says. 

Knox personally okays every card issued. To 
guide him, he gathers information from local credit 
bureaus and references given by the applicant. 
The business recession has made him still more 
cautious. He checks a man’s job and how long he 
has had it. 

Hoopla for Openings—Knox is far less cautious 
when he opens a station. He pulls out all the stops. 

Pretty girls in brief Indian attire greet customers 
on the driveway. Clowns honk around town in 
two jalopies and lead cars into the station. 

Heavy advertising booms the opening. Customers 
get a free gallon of gasoline with each five-gal. 
purchase and a free quart of oil with each change 
Balloons, lollypops, soda and coffee are given out 
by the girls and clowns. 

The station itself is a maze of pennants, signs, 
balloons and flags. All stations fly the U. S. and 
Oklahoma flags every day—a bow to state pride. 


Sharp Stations and Good Men 


Knox’ newest station design is low-slung, tri- 
angular, with a slanted roof. He calls it a “poor 
man’s Vickers station.” (NPN—Nov. °56, p140). 
It has eight to ten pumps, 18,000-gal. storage ca- 
pacity and a frontage of about 140 ft. 

Knox feels strongly that his competition is pri- 
vate branders. He won't build a station within a 
mile of another independent, although there may 
be several major outlets in the same area. 

He’ll spend up to $60,000 on a station and lot, 
but his latest building costs only $11,000, exclud- 
ing tanks and equipment. It has a small office and 
sheltered vending area to one side. 

Stations have no cash registers. Attendants carry 
“working change” up to $50; excess is locked in 
a desk drawer. When excess cash reaches $300, 
the station manager takes it to a bank to prevent 
hijacking. (“We seem to average about one a 
month.,”’) 

Finding Men—Knox looks for small-town boys 
to staff his stations. They're more adaptable and 
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“Boost Oklahoma” ads push free tumblers 


their reputations are easy to check. The first re- 
quisite, says Knox, is a clean credit record. Half 
the station employes apply for jobs; the rest are re- 
cruited from other retail lines, especially groceries. 

Recruits are trained at Knox’ Enid headquarters, 
or divisional offices in Tulsa or Oklahoma City. 
They bone up on rules and regulations for a day 
or two and then get on-the-job training from 10 
to 30 days in a station. 

Station managers make hiring decisions. Person- 
nel normally work in nine hour shifts; stations 
are open from 6 a.m. to midnight. As a rule of 
thumb, Knox says he needs one man for each 600 
gal. a station pumps daily. Knox himself has one 
fetish: every man must be in uniform. 

Incentive Plans—Station managers are given a 
gallonage quota. It’s low, and they’re expected to 
exceed it. They get a bonus 0.25¢ gal. for the first 
10,000 gal. beyond the target; 0.5¢ gal. for the 
next 10,000 gal.; 0.75¢ gal. for all beyond that. 

Commissions are paid on motor oil and additive 
sales ranging from 2.5¢ qt. to 25¢ qt. depending on 
the product. Attendants don’t participate in the 
gasoline quotas, but they draw down commis- 
sions on motor oil and additives. 

During price wars, incentives decline. When the 
margin drops to between 4¢ and 5¢, the bonus is 
cut in half. Below 4¢, it’s discontinued. What’s 
more, during heavy wars, the station crew is cut 
down to skeleton size: a manager may run the 
station himself. Business suffers, even though the 
price signs go back up, but “when profits drop, 
you’ve got to cut back wherever you can.” 

Attendants get free $3,000 life insurance; man- 
agers get $5,000. Employes have hospitalization 
for themselves, pay extra to include families. 


The Future: It Looks Good 


Knox stations stretch throughout Oklahoma. City 
multipump outlets average 60,000 gal. a month; 
smaller towns hit about 28,000 gal. Knox has four 
old conventional-type outlets averaging 18,000 gal. 
a month. He’ll remodel when gallonage dips. 

In picking sites for future stations, Knox looks 
for at least 45,000-gal.-a-month potential. But, he 
observes, “Building stations is the slow way to 
grow.” He’d like to buy multipump competitors. 

Knox has strong backing in his expansion plans. 
Kerr-McGee Oil Industries supplies his product and 
owns a chunk of his business. Two Kermac execu- 
tives are on Knox’ board of directors. 

“I'd like to find one or more jobbers who want 
to sell,” says Knox. “They have to be located in 
the Southwest and have a going operation. If they 
have that—and their stations are multipump—lI’d 
like to talk with them.” 

Even though he’s tucked away his price signs, 
Knox knows price wars will come and go. He sees 
expansion throughout the Southwest as a hedge 
against being hit too hard in one place. All he 
wants, he says is a “realistic offer.” * 
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New Teflon’ parts for TEL valves 
eliminate many maintenance troubles 








NEW DIRECTOR OF SALES 


W. ALLEN TAFT was recently ap- 
pointed Director of Sales of the Du Pont 
Petroleum Chemicals Division. He suc 
ceeds W. Sam Carpenter, II], who has 
been appointed Assistant General Man 
ager of the Electrochemicals Depart 
ment. 

Mr. Taft joined the DuPont Com- 
pany in 1935, starting as a chemist in 
the Explosives Department. He be- 
came a supervisor two years later and 
has held various supervisory and man- 
agerial positions in explosives manu- 
facturing. 

In 1950, he was transferred to the 
Photo Products Department and ap 
pointed Assistant Manager of the Par- 
lin, N. J., plant. Entering sales work 
two years later, Mr. Taft was made 
Assistant District Manager of the Chi- 
cago sales office. In 1953, he was ap- 
pointed Assistant Director of Sales 
of the Photo Products Department in 
Wilmington, and later that same year 
was advanced to Director of Sales of 
the department. He held this position 
until his recent transfer to the Petrole- 
um Chemicals Division. 

Mr. Taft was graduated from the 
Massachusetts Institute of Technology 
with a B.S. degree in chemical engi- 
neering. 





Now users of Du Pont tetraethyl lead can look forward to new free- 


dom from faulty valve operation. This has been made possible through 


the use of “Teflon”* TFE-fluorocarbon resin, as a replacement for the 
lead closure face in valves controlling the flow of tetraethyl lead. 

In addition to the savings on maintenance costs, and the greater 
convenience, the “Teflon” parts are expected to double the average 


life of valves used in tetraethyl lead lines. Moreover, the possibility of 


personnel exposure to tetraethyl lead is reduced. co> 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (inc.) 
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“Teflon” Valves 


Now a standard specification 


Testing of the valves at a number of 
refineries during the last two and a half 
vears has produced such excellent re- 
sults that they have been adopted as 
standard, They will be used exclusive 
ly in all new refinery installations, and 
when replacements are needed in TEL 
blending plants serviced by the 
DuPont Petroleum Chemicals Divi 
sion. 

Because of the chemical inertness 
and the superior wear and lubricating 
qualities, cup and cone packing of 
“Teflon,” is now used also in the valves 
having the new-type closure. 


Facing stays put 


Phe most common problem with earli- 
er lead-faced valves was that the soft 
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lead, while assuring a tight seat in serv 
ice, was extruded easily by repeated 
forceful closure. The conventional 
packing tended to dry out, causing dif- 
ficult operation, and also required fre- 
quent tightening of the packing gland 
for leak prevention. 


Service life doubled 
The average life of the “Teflon”- 
equipped valves is estimated at more 
than double the service life of the older 
type valves. 

The new valves are supplied for re- 
finery blending plants by DuPont as 
one of the company’s numerous serv 
ices to tetraethyl lead customers. 


Teflon” is DuPont's 
fluorocarbon resin 


trademark for ats TFI 
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YOU OUGHT TO KNOW... 


DANIEL L. PASTELL heads up the 
engineering division of the DuPont 
Petroleum Laboratory. He is in charge 
of the Laboratory’s octane evaluations, 
fuel blending studies, special instru- 
mentation, and the road test work of 
the DuPont fleet of fuel test cars. 

Dan’s work keeps him in close con- 
tact with both the automotive and pe- 
troleum industries. Because of this, he 
often acts as a “clearinghouse” for in- 
formation on combustion chamber de- 
sign and fuel performance, which is of 
interest to both industries. 

In 1950 he won the Horning Memo- 
rial Award for his paper “Precombus- 
tion Reactions in a Motored Engine.” 
He has also had published a number of 
other papers on precombustion reac- 
tions and fuel blending studies. 

He is well versed in electronics as 
well as chemical engineering, holding 
a B.S. degree in chemical and electri- 
cal engineering, plus a Master’s degree 
in chemical engineering. 

Pastell was educated at the Univer- 





DANIEL L. PASTELL 


sity of Washington and served in the 
Army during World War II. He is a 
member of the Society of Automotive 
Engineers, The American Chemical 
Society, the American Institute of 
Chemical Engineers and the Institute 
of Radio Engineers. 








LITERATURE AVAILABLE 











Here is a listing of some of the many 
bulletins, reports, booklets, technical 
papers, and other aids available to you 
through DuPont Petroleum Chemicals 
Division offices: 


New DuPont dry-dye Eduction Probe 
and No-dust Drumhead — A folder de- 
scribing and illustrating the revolution- 
ary new dry-dye eduction devices 
which make gasoline dyeing a cleaner, 
faster, and more efficient operation. 


DuPont Petroleum Dyes — Includes 
data on chemical composition and 
physical properties of the complete 
line of DuPont Petroleum Dyes. Also 
spectrophotometer curves, rate-of-so- 
lution tables, addition and handling 
recommendations. 


Advantages of an “Ashless” Additive 
in Distillate Fuel Oils — Discusses the 
home heating troubles caused by me- 
tallic ash deposits on stack controls and 
ignition electrodes, and the diesel 
sparking hazard caused by glowing 
metallic ash particles. Tells how these 
adverse side effects can be reduced 
through the use of an ashless additive. 
Sales Promotion Aids for Dealer Meet- 


ings—Describes the many DuPont aids 
available. A handy check list for any- 





one planning programs for dealer meet- 
ings. 


You can order from the nearest office 
listed below: 


SALES OFFICES 


Chicago 3-8 So. Michigan Ave. 
Cleveland 15—25 Prospect Ave. 
Houston 2 

705 Bank of Commerce Bldg. CApitol 5-1151 
Los Angeles 17—612 So. Flower St. MAdison 5-1691 


New York 20— 
1270 Ave. of the Americas COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center ATlantic 1-2933 
San Francisco 4-111 Sutter St. EXbrook 2-1934 
Seattle 3—4003 Aurora Ave. MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 
In Canada—DuPont Company of Canada (1956) Lim- 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronto 12~—Ontario HUdson 1-6461 
In Other Countries--Organic Chemicals Department, 
Export Division, 7447 Nemours Bidg., Wilmington 
98, Del., OLympia 4-5121, Ext. 2962. 


RAndolph 6-8630 
SUperior 1-1363 





REG. U. 5. PaT. OFF. 


Better Things for Better Living 
... through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 


Printed in U. S. A. 





Ad Spending 


Here are the figures 
for newspapers in '57 


THESE 31 COMPANIES put $28.2- 
million into newspaper and Sunday 
magazine advertising in 1957. For 14, 
that was an increase over 1956. 
Figures come from American News- 
paper Publishers Assn. They cover 
89% of weekday newspaper circula- 
tion and 96% of Sunday circulation. 


Company 1957 
Ashland 
Gasoline and oils 
Atlantic 
Gasoline and oils 
Bulk Petroleum 
Cities Service 
Gasoline and oils 
Clark 
Gasoline and oils 
Continental 
Gasoline and oils 
Crown Central 
Gasoline and oils 
Direct Service 26,441 
Frontier 45,283 
Gulf 3,366, 
Gasoline and oils. . 3,149,125 
Jenney 
Gasoline and oils 81,092 
Leonard Refineries 54,293 
Ohio Oil 
Gasoline and oils 153,572 
Phillips 
Gasoline and oils.. 1,774,172 
Pure 619,101 
Gasoline and oils 590,872 
Richfield 
Gasoline and oils 367,026 
Shell ae 2,240,129 
Gasoline and oils. . 2,023,950 
Sinclair 1,265,346 
Gasoline and oils. . 1,182,919 
Skelly 195,955 
Gasoline and oils 195,955 
Socony Mobil 2,563,252 
Gasoline and oils. . 1,782,904 
General Petroleum 597,136 
Magnolia Petroleum 135,358 
Speedway 
Gasoline and oils 
Standard (Calif.) 
Gasoline and oils 
California Oil Co. 
Standard (Tex.) . 
Standard (Ind.) 
Gasoline and oils 
American Oil 
Utah Oil Refining 
Standard (Ky.) 
Gasoline and oils 
Standard (N.J.) 
Gasoline and oils 


% Change 


$99,700 + 36.09% 
153,902 66.72 
127,295 89.99 
27,983 
982,746 7 
982,746 3 
48,821 3. 
43,965 8. 
1,034,550 l 
1,031,354 | 


144,991 


56,416 

1,749,413 

1,061,710 
303,677 64 
18,292 | 89 
2,763,047 | 38 
2,101,470 | 35 
416,259 +-4.51 
10,732 1 43 


55,880 19.49 
2,682,164 22.08 
1,767,228 20.55 
Carter 174,638 237.51 

Humble 308,528 Ol 

Pate : 17,015 33 
Standard (Ohio) 427,528 95 

Gasoline and oils 420,280 —1.13 
Sun ‘ 1,988,756 —15.16 

Gasoline and oils. . 1,941,981 16.18 
Sunray Mid-Continent 

Gasoline and oils 
The Texas Co. 

Gasoline and oils 
Tidewater 

Gasoline and oils 
Union Oil of Calif. 

Gasoline and oils 


159,748 57.12 
919,242 24.05 
751,794 -37.89 
1,106,714 239.30 
1,103,556 +-238.34 


1,086,579 t-60.46 
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Merchandising 





“SWING INTO SPRING“ 


* 
re 
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SAFE-T check-up 


This Texaco Tootler Is Topsy-Turvy 


CLARINET LOVERS have swamped 
the Texas Co. with protests about this 
gentleman’s playing style. Seems the 
mouthpiece of his instrument is upside 
down. Texaco—and its agency, Cun- 
ningham & Walsh—made the goof on 
24-sheet billboards coast-to-coast, and 
they're hearing about it. 

A columnist observed, “Even Benny 
Goodman would have a tough time 
making music with that licorice stick.” 


A New Orleans youngster complained, 
“The mouthpiece is facing the sky, 
and should be facing the ground.” 

As usual, the Marines came to the 
rescue. A U.S.M.C. bandmaster in San 
Diego stoutly insisted that “the upside 
down position is an old Italian custom, 
and it can work.” 

At last report, Mr. Cunningham and 
Mr. Walsh were booking early passage 
on the Cristoforo Colombo. 


Memos for Merchandising Men 





e Tumblers run in the Knox fam- 
ily. Oklahoma private brander Dick 
Knox (pl106) is pushing a giveaway 
of glass tumblers decorated with In- 
dians of his state. Down in the Lone 
Star state, his brother Charles, a Deep 
Rock jobber, is making hay with 
Texas Tumblers, a similar idea. 

Knox Texas tumblers feature pic- 
tures of famous Texans, events, and 
the eight different flags that have 
flown over the state since 1519. 

Charles Knox has copyrighted his 
tumblers and, in an unusual move, is 
offering them to other jobbers under 
a license arrangement. Phillips distri- 
butors in East Texas began giving 
them last month. 


e “Dig those crazy legs” is likely 
to be the cry at a few North Jersey 
service stations this summer. Tide- 
water jobber Charles Reinauer is put- 
ting attendants in white Bermuda 
shorts, white shirts, red knee socks, 
red belts and red hats. 

Not all of Reinauer’s men_ will 
sport the outfits—just the “glamour 
boys.” As Reinauer observes, “Some 
people just aren’t built that way.” The 
stunt will be limited also to day shifts 
(“they’d freeze at night”) and week- 
ends. 


e Aluminum cans, currently a hot 
topic among packaging men, may 


PETROLEUM NEWS 


have to give ground to a new alumi- 
num development: paperboard and 
aluminum foil combinations. Alcoa is 
experimenting with this idea and pre- 
dicts it may “displace steel oil cans 
and be definitely less expensive.” 

e Cheers for Hy Finn, Calso’s 
new cartoon character boosting the 
changeover to Chevron gasoline. Hy 
Finn spoofs the company’s own fast- 
charging advertising, and, by implica- 
tion, all flamboyant ad efforts. At the 
same time, he gets across his message 
in a pleasant, readily understandable 
manner. 


e Credit men are scratching their 
heads at a report recently released by 
Esso Standard Oil Co. According to 
Esso, 68% of credit card holders buy 
premium fuels, compared to 38% of 
cash customers. But, the report con- 
tinues, credit buyers are cautious cus 
tomers for oil changes and makeup 
oil. In some cases, as little as 3.5c of 
their dollar goes for that purpose 


e America’s answer to the famous 
Guide Michelin of France is being is- 
sued by Magnolia Petroleum Co. It’s 
a five-state rundown of good food, 
lodging and sightseeing for South 
westerners. Titled the “Mobil Guide,” 
its available at Magnolia stations, 
drug stores and newsstands for $1 


lil 

















Toy nats) 
Vi) aVAre Leleye, 
people 


Whether it is washing machines, breakfast foods, or 
petroleum products, the marketing of any merchandise 
is dependent on good salesmanship. 


But the more salable a product is, the more resultful 
is the application of good salesmanship to it. Behind 
the scenes in the petroleum industry some very good 
people are helping make petroleum products more 
salable, so that good salesmanship, at the wholesale 
and retail level, can pay off to the fullest degree. May 
we tell you about some of these people? 
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For instance, at Universal there are the scores of 
petroleum research scientists working with the most modern 
equipment. These men are constantly seeking ways 

to make better products from every barrel of crude oil 
processed by the petroleum refining industry. 


Then there are the groups of process engineers constantly 
studying ways and means of more economically producing 
motor fuels required by today’s automotive engines and 
the many other products which the consuming public requires 
from the petroleum industry. 


Technicians and engineers are always at work in the field, 
too, constantly checking the efficiency of the refining processes 
and the quality of finished products—helping the refiner 
adjust his process operations so that he can, at all times, 
adequately supply the constantly shifting demand. 


We are citing these three types of men of science because 
we know them intimately. They have been functioning here 
at Universal for over forty years in helping refiners the 
world over. Similar good people are doing the same type 
of helpful work in the research and technological 
departments of individual refiners, too. So, however you 
sell in this industry, wholesale or retail, you can 

count on the help of some very good people to make 

the petroleum products you sell more salable. 


UOP has prepared an interesting booklet on ‘‘How Men of Science 
Help You Sell”. We'll be glad to send you a copy on request. 


UNIVERSAL Oil PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S. A. 





THE RACE: Mort Copeland laid plans... Dismantled five-year-old barge terminal doomed by Seaway .. . 


How a Terminal Man Won Out 


The St. Lawrence Seaway project is drowning Mort Copeland's 
barge plant near Massena, N. Y. But Copeland beat the clock 
by building a 472,000-bbl. tanker terminal nearby 


JULY 3 MARKS THE BIRTH of the first U. S. 
tanker terminal on the new St. Lawrence Seaway 
channel. For Mortimer Copeland, president of 
Massena Oil Terminal, Inc., the occasion marks 
the end of a race to stay in business. 

The birth comes about 66 hours after the offi- 
cial opening of the mammoth St. Lawrence hydro- 
electric-waterway project. It takes that long for 
the river to flood 35 ft. and put Copeland’s new 
472,000-bbI. terminal in business at Massena, N. Y. 

The site of the company’s old terminal, a five- 
year-old 295,000-bbl. barge plant 242 miles up- 
stream, is sinking into oblivion under 15 ft. of 
water. The tanks and most of the equipment have 
been moved to the new location. 

The switchover means Copeland’s principal 
headaches are over. Now the tanker terminal, 
plus a 50-boat marina, can be completed at a 
more leisurely pace. When Copeland finishes it, he 
will have improved his supply position and be 
able to offer both heavy and light oils to new 
industries coming into the area. 

His new plant represents a big investment, 
“But the cost comes down to less than $2 a bbl.,” 
says Copeland. About 30% of the work was done 
by Copeland and a four-man crew. 

When Copeland moved into Massena from 
Plattsburgh, N. Y., in 1953 to build his barge plant, 
he didn’t know what was in store for him. He had 
assurances from Seaway authorities that their 


project wouldn’t touch him. “Engineers told me,” 
Copeland says, “they were going to build a dike 
along the river to keep me and the others dry.” 

But by 1954 the picture changed. Engineers told 
Copeland he’d have to move. “They said the sub- 
soil along the river wasn’t stable enough to hold 
the dike,” Copeland adds. The dike was moved 
inland about half a mile. 


Unless he acted fast, Copeland could be flooded 
out of business. 


Seven Major Problems 


Here’s what Copeland had to do: 

e Find a new site. 

@ Settle on a fair value for the old terminal. 

e@ Build storage at his new terminal. 

e@ Keep the new terminal supplied from the 
barge plant as long as he could. 

@ Raze the old terminal by June 15. 

e@ Arrange for whatever financing he needed. 

e@ Do it all in such a way that he could still 
deliver kerosine, No. 2 and No. 6 oils to his 
wholesale accounts. 


How Copeland Solved Them 


Copeland had to deal with New York State 
Power Authority to solve his two biggest problems 
—new site and fair value for the old plant. 
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Built new tanks and temporary rack to stay in business ... And completed tanker pide dock in time for the flood 


Against a Flood Deadline 


“After 18 months of hard but fair negotiations,” 
he says, “they came up with a deal that I couldn't 
turn down.” The Power Authority offered to: 

e@ Buy Copeland’s barge plant at replacement 
value. “I couldn’t do any better than that no matter 
what,” Copeland says. The Power Authority made 
the appraisal. 

e Sell him the plant equipment at salvage value. 
“The Power Authority set the salvage figure and it 
seemed fine to me,” Copeland adds. He paid about 
$75,000 for his old equipment. “It was worth 
somewhere between $50,000-$100,000 more to 
me,” Copeland admits. “And I had immediate 
use of it. To someone else, the deal wouldn’t have 
been so attractive.” The deal saved Copeland 
money, too. “Moving the tanks to the new site gives 
me additional storage at 60% of the cost of new 
tanks.” 

e@ Swap land for land. The Power Authority 
would give Copeland 21 acres at a new location 
for the 21 acres they were flooding at the barge 
plant. “That saved me from paying inflated prices 
for a new terminal site,” says Copeland. He had 
another reason for picking up the offer: “The land 
they offered was the best single tract near Massena 
for a tanker port without extensive dredging.” It’s 
in a natural bay just off the main Seaway channel. 

Copeland says he got a fair shake from the Power 
Authority. “They said they were here to help busi- 
nessmen and not to drive them out,” he adds. “But 
every claim I made for the old plant and for a new 
site at negotiations had to be backed up with 
facts.” Power Authority engineers came in to make 
a survey. “We also had our own survey just in case, 
but we never had to use it,” Copeland says. 

Even with his new site and his old equipment, 
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Copeland couldn’t get to work on his new terminal 
right away. He had to wait until the land was 
filled in and compacted. In the meantime he turned 
the probiem of engineering his new layout over to 
Arthur Barrett, consulting oil plant engineer. 

It wasn’t until last summer that Copeland was 
able to erect three new tanks, one 67,000-bbl. and 
two 55,000-bbl. The job was finished by No- 
vember. 

Even then Copeland was looking ahead to spring 
Winter operation from the barge plant didn’t con- 
cern him because he had enough supply to last him 
through the ice-bound December-April period. By 
spring he knew he’d have to move fast to shut 
down his barge plant and put his new terminal on 
limited operation. He had to find ways to move 
product from the old tanks to the new storage 
without tying up his two transports, and to replen- 
ish his supply at the new terminal from the old 
dock because the new dock wasn’t ready. Input 
lines weren't down and the water wasn’t high 
enough for a barge to unload there. 

Copeland’s answer was a 6-in. diameter pipe 
line connecting his two plants. “We built that dur 
ing the winter,” he says. “To protect men from 
the wind, we put shields around them.” Pumping 
equipment included two Ingersoll-Rand Model 
4DMV 750 gpm pumps and two Rockford PTA 
31045 power take-offs hooked to two Model MA 
330 Continental Red Seal 6-cylinder gasoline 
motors. Copeland used the line to transfer kerosine 
and No. 2 oil. He pulled heavy oil out of his barge 
plant until the end of April and then moved his 
inventory of No. 6 oil to his new storage by 5,000 
gal. transport, taking more than 150 trips to do 


the job. (Continued on next page) 





Into storage or into transports, 


these pumps keep products flowing! 


Derenpas_e Gorman-Rupp pumps do double 
service for Clem Dufau, New Orleans, Phillips 66 
jobber, at his new bulk plant in Metairie, La. 
Each of these sturdy, self-priming Gorman- 
Rupp ‘‘O”’ Series Pumps is manifolded to pump 
products both into and out of storage. Unloads 
transports at 240 gpom—loads them at 180 gpm. 


These are Centrifugal Pumps That Prime, so 


they keep pumping—intermittently or continu- 
ously—as long as needed. Safer operation because 
there is no check valve. Greater efficiency with 
straight-in suction that delivers liquids directly 
to impeller eye. 

Write today for information on Gorman-Rupp 
horizontal and vertical ‘‘O’’ Series Centrifugal 


Pumps That Prime! 


THE GORMAN-RUPP COMPANY 


305 Bowman Street 


« Mansfield, Ohio 
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Copeland pumped product 212 miles to his new site 


(Begins on page 114) 


The pipe line wasn’t the only project 
Copeland and crew tackled during the 
winter. “We laid as much pipe in the 
terminal as we could,” he says. “Every 
clear day we were out welding.” 
Copeland adds it was exhausting work. 
“We worked six days straight and by 
Sunday we were ready to drop.” It 
gets cold in Massena during the 
winter, going down to 40° below zero, 
and the past winter had plenty of 
snow. 

Copeland also built a new loading 
rack at the terminal during the cold 
weather. With product going into his 
new tanks in spring, he had to have 
some way of loading his trucks. The 
new two-position rack temporarily 
loads kerosine and No. 2 oil but will 
be changed to handle No. 6 and a 
blended No. 5. And until he gets his 
terminal steam plant working, Cope- 
land will draw what No. 6 oil he needs 
from a terminal in Ogdensburg, 40 
miles southwest. 

Copeland was also busy on other 
fronts. Pads for his old tanks had to 
be laid out at the terminal; dock con- 
struction had to be checked; the ter- 
minal had to be graded; a new 80 x 40 
ft. Butler building had to be erected 
for his new steam plant; his 70 x 25 ft. 
Butler barge-plant office had to be 
moved as a unit to the terminal and 
enlarged 20 ft. to give him garage 
space; his barge-plant loading rack 
had to be moved as a unit, and the 
barge-plant steam boiler and lines had 
to be made ready for moving. 

In addition, tank cleaners had to be 
lined up to begin work as tanks were 
shut down. Chicago Bridge & Iron 
men had to be on hand to begin tank 
removal as soon as the cleaners fin- 
ished work on one tank. Emergency 


pipe line and pumping equipment had 
to be picked up. 

And Copeland’s new venture, a 50- 
boat marina, had to be well under 
way before the river rose. That meant 
digging a basin, pouring concrete and 
setting up steel columns for a haul-out 
slip, and putting in a marine railway. 
“We had to do that before the river 
rose,” Copeland explains, “because 
afterwards it would mean costly dredg- 
ing.” 

All this takes money: Copeland’s 
financing was done through an Albany 
bank. “We had no trouble getting help 
because the bank had helped me out 
when I was building the barge terminal 
and we were considered good credit 
risks.” He expects to have his loan 
paid back within 10 years. 


What's in the New Plant 


Tankers won’t be able to tie up at 
Copeland’s terminal until early next 
year. But that’s not his fault. Parts of 
the Seaway channel still have to be 
dredged to a 27-ft. depth. 

Decks—When they do come in, 
tankers will use a three-cell sheet-steel 
pile dock. Cells are 38 ft. in diameter, 
stand about 35 ft. above the old river 
bed, will have about 7 ft. of free-board. 
Each cell penetrates the shoreline to 
a 10-ft. depth. Cells are filled with 
coarse sand. The end cells are capped 
with macadam, and the center cell is 
capped with 12 in. of reinforced con- 
crete. End cells have 16-in. bollards set 
in 10 ft. of concrete. Bollards are also 
set along the shore for bow and stern 
lines. 

Free-spanning steel trusses 85 ft. 
long connect the cells, and the ap- 
proach from land is over a land-fill 
and 75 ft. of driven steel H-beams. 

Dock lighting includes four Crouse- 
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RAMLOK 


QUICK COUPLERS 


eaters 


Nati 
CAM TIGHTENS NEVER FAILS 


The Fastest, Gafest, 
Curest Coupling Known 








BRONZE - ALUMINUM * MONEL 
STAINLESS STEEL * SEMI-STEEL 


ALL STYLES OF ADAPTORS FIT 
IN ALL STYLES OF COUPLERS 
OF THE SAME SIZE. 
Perfectly tight, no-leak connection in seconds. 
OPW Kamloks couple and uncouple instantly 
regardless of “hook-up”. 
Write for New Free Catalog F-10R 


OPw CORPORATION 


2735 COLERAIN AVENUE 
CINCINNATI 25, OHIO Kirby 1-5400 
VALVES « FITTINGS + ASSEMBLIES 
FOR HANDLING HAZARDOUS LIQUIDS 

















DO TUBE / TUBELESS TIRE REPAIR JOBS BETTER 
AND FASTER WITH SCHRADER 





WHEREVER YOU WORK ON TIRES... EXTRA AIRLINES SAVE STEPS! 


Rolling tires from the repair shop to the airline means lost time, lost effort. 
Install extra airlines where you do the tire work. This convenience is profit- 
able because your tire repair work is done faster, easier. Your supplier has 
the Schrader airline equipment you need. Be sure you ask him for these 
quality items on your next contact. 


Check : 
Unit 4 , 
SCHRADER 7184C BLOW-GUNS 


« are accessories with dozens of 


“$i 


SCHRADER 8052 QUICK- SCHRADER 8159B DUAL 
ACTING COUPLERS won't FOOT CHUCK keeps truck 
uncouple accidentally business moving 


SCHRADER FILTER removes moisture, 
oil, dust protects valuable tires 
and tools 


SCHRADER. 3650 TYPE CHUCK GAUGE 
gives complete air service anywhere. 


| 
| 
| 
| 
| 
| 
uses. | 
| 
| 
| 
| 
| 
| 
| 


| 
| 
| 
| 
| 
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A. SCHRADER’S SON * BROOKLYN 38, N. Y. 


Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 


— 


FOR ORIGINAL EQUIPMENT AND REPLACEMENT 


o divisionof SCOVILL 
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Expansion outlook: Copeland figures he’s using about 


one-third of his 21 acres, so he has plenty of room 


Hinds fixtures, totaling 1,500 watts. 
Copeland will use standard tanker 

unloading dock hoses mounted on a 

pulley-operated steel frame. 

Tankers will unload kerosine into 
8-in. diameter pipe, No. 2 oil into a 
12-in. diameter pipe, and No. 6 oil 
into a 10-in. steam-traced line. The 
steam line will be a 3-in. high-pressure 
line. 

Storage—When completed, Cope- 
land’s storage capacity will hit 472,000 
bbl. The breakdown by product: No. 
6 — 80,000 bbl., 67,000 bbl. and 
55,000 bbl.; No. 2—100,000 bbl. and 
80,000 bbl.; kerosine — 35,000 bbl. A 
55,000-bbl. tank may be used for No. 
2 oil, or for gasoline if Copeland can 
line up a throughput deal with a 
marketer. Copeland figures he’s using 
about one-third of his 21 acres, so he 
has plenty of room for expansion. 

Loading Lines from tanks to 
racks will be 8 in. in diameter, cutting 
down to 4 in. through A. O. Smith 
meters and through 4-in. Wheaton 
Brass loading arms for all products 
except blended No. 5, which will have 
a 3-in. spout. 

Loading speeds will be the same as 
at the old plant: 600 gpm for No. 
2 and kerosine and 250 gpm for No. 
6 with an 80°F (to 140°F) tempera- 
ture rise. Ingersoll-Rand pumps with 
20-hp. Westinghouse motors will be 
used on light-product lines, and a 
Gilbert & Barker pump powered by 
a 15-hp Marathon Electric motor will 
push No. 6 oil. 

Heating — For steam, Copeland 
will use two industrial burners (Model 


The No. 6 oil tanks are placed on 
land that is higher than the steam 
plant, so the condensate feeds back 
into the boilers by gravity. “We don’t 
have to use a condensate return vessel 


Bulk Plants and Terminals 





and we don’t have to put it in a pit 
and then pump it back into the boiler,” 
Copeland says. He had a condensate 
vessel in a pit at his barge plant and 
found it hard to service. (Continued) 


Retuele Heavy Eguipment at 30 CPM. 


NEW TOKHEIM 


DOUBLE-ACTION 


PISTON PUMP 


Better service for your 
construction customers 


Here’s a dependable, double-action hand 
pump designed especially to serve heavy 
equipment. A sure consumer business- 
builder! Delivers 30 g.p.m. on both for- 
ward and back strokes! Proved in rugged 
military service—now released for the first 
time for civil use. Long life. Tests over a 
million gallons! Check the many features, 
then call your Tokheim representative 


AR-144) firing in Titusville SPO-100- 
6R boilers to get 125 psi. Spence 3-in. 
reducing valves will cut this down to 
15 psi for the lines. 

No. 6 oil tanks have 1,000 ft. of 
3-in. coils fanning out from the center 
of the tank about 15 in. from the 
bottom. Oil in storage is kept at 60° F. 
Paracoil heaters in the suction line 
will boost oil temperature to 100° F. 
An electric Sarco valve opens the 
steam line to the Paracoil when the 
pump is started at the rack. On the 
discharge side of the pump, another 
Paracoil heater boosts the tempera- 
ture to 140° F. This heater operates 
automatically through a Sarco valve, 
which lets in steam if the temperature 
of the oil going through the pump is 
below the temperature setting of the 
line heater. 





FEATURES 


® Double-action piston delivers steady flow—30 
g-p.m. © Piston has heavy leather cups back- 
to-back for positive seal ¢ Self-priming — verti- 
cal lift to 30 feet © Spring-loaded, stainless 
steel, poppet-type valves and seats e Heavy alu- 
minum alloy housing ¢ All stainless steel or 
corrosion-resistant inside © Removable strainer 
screen © Four models — both hose and spout 
types — for vertical or horizontal mounting. 


OKHEIM 


1100 SERIES 








General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 Wabash Avenue SINCE 1901 Fort Wayne 1, Indiana 


Model 1166 
Tokheim 
Double-Action 
Piston Pump 





Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, Inc., Shelbyville, Ind 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont 
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Big A etion Low CosT 
ashoy 


DUAL VACUUM HAND PUMPS 


Yes, you wanted low-cost, 
top-performance equip- 
ment to meet today's 

© speeded-up tasks—and 
Wilson research and en- 
gineering met that chal- 
lenge with the advanced 
series 300, 


Into its ingenius design went all the important 
features that give you smooth, dependable 
action—20 GPM—proven double action pis- 
ton principle, dual vacuum twin valves, long- 
life twin-lipped “Buna-N" piston ring, and 
others at really low cost... truly, the finest 
double action =a) pump money can buy. 
Write for literature. 


Write for New Catalog Today 


WM. M. WILSON’'S SONS, INC. 
LANSDALE, PA. 
MANUFACTURERS OF GASBOYS, KEROBOYS 
OILBOYS and ROTABOYS 








Bulk Plants and Terminals 





‘ 


source at rock-bottom prices’’ 


(Begins on page 114) 

All steam lines are fitted with Koop- 
erman expansion joints. Other piping 
has Victaulic couplings. Tank are fit- 
ted with Shand & Jurs automatic tape 
gages—Weston tank thermometers, 
and 8-in. shell nozzles for a future 
foam system. 

Blending—Brand new for Copeland 
is a Proportioneer to blend No. 2 and 
No. 6 oils into a No. 5 oil that needs 
no preheating. Controls on_ the 
blender operate air-actuated valves 
on the No. 2 and No. 6 oil lines to 
come up with the correct blend. No. 2 
oil moves through a Brodie D-3 
strainer and a Brodie 62D meter be- 
fore picking up No. 6 oil and going 
through a Brodie D-3-4 strainer and 
Brodie B-82D meter on its way to the 
loading rack. 

“With the blender,” Copeland says, 
“I can tap a whole new market with- 
out having to worry about additional 
storage.” Blending No. 2 and No. 6 
at the time of delivery eliminates the 
chance of oil separation in long stor- 
age. 


How the Terminal Will Pay 

The big advantage of the new setup, 
as Copeland sees it, is that he can now 
buy. in.-cargo lots. The Seaway will 
take T-2 tankers lightened from their 
normal 30-ft. draft to a 25.5-ft. draft. 
That means single deliveries of light 
oils can be as high as 85,000 bbl. (vs. 
16,000 bbl. by barge), and heavy oils 
can hit 70,000 bbl. (vs. 10,000 bbl. by 
self-propelled barges). 

And with the Seaway opening to the 
rest of the world, Copeland adds, “We 
can buy anywhere in the world if the 
price is right.” Up to now Copeland 
has bought product in New York 
Harbor, Montreal, and in the Detroit- 
Toledo area. 

“By buying in cargo lots, we feel 
we'll be able to lay down No. 6 at 
such a low cost that its use in our 
area will be increased. We'll be able 
to offer new industries a fuel source 
wt rock-bottom prices,” he maintains. 

Fresh Markets—New industries are 
coming into the area for hydroelectric 
power. Right now Aluminum Co. of 
America is the biggest No. 6 user and 
a big No. 2 user in the area. But 
Alcoa isn’t Copeland’s account. The 
contract is held by Metropolitan 
Petroleum Corp., Oradell, N. J., which 
uses Copeland’s terminal on a through- 
put basis. 

But Reynolds Aluminum Co. and a 


*, » » We'll be able to offer new industries a fuel 


General Motors Chevrolet division 
casting plant, Copeland says, are build- 
ing in his market. “They'll be good 
No. 6 oil accounts and I hope to get 
them”, he says. 

With his Proportioneer, Copeland 
thinks he’ll be able to develop a market 
for No. 5 oil. Several milk pasteuriz- 
ing and ice-cream plants in the area 
still use coal. “They find No. 2 too 
expensive, and No. 6 is out because of 
the cost of preheaters and the plants’ 
intermittent operations. They'll go for 
No. 5 oil,” Copeland says. And some 
accounts in his market—a_ hospital, 
public buildings and schools get 
No. 5 oil from Ogdensburg. Copeland 
thinks he can get some of that busi- 
ness now. 

Then, too, the Massena area is 
growing. New homes and new schools 
are going up, and more homes are 
expected when the Reynolds and GM 
plant are built. Copeland isn’t in the 
retail oil business but he supplies 
jobbers who have such business. And 
if they sign up the new homes for oil, 
Copeland’s jobber gallonage is bound 
to increase. 

More Throughput—At the barge 
plant, Copeland turned over his in- 
ventory one and half times a year for 
about 18.6-million gal. If he can turn 
his 472,000-bbl. storage over at the 
same rate, Copeland’s sales could hit 
close to 30-million gal. a year. 

And by quantity buying and using 
cheap water transportation directly to 
his terminal, Copeland thinks he can 
cut his per gal. cost by as much as 1¢. 

In time it may go over that. “I see 
the development of a type of ship 
longer than the T-2 but shallower in 
draft,” he says. The Canadian Govern- 
ment and private shippers are working 
on a ship designed, he adds, to export 
grain and haul back a cargo. “There’s 
no reason why that return cargo can’t 
be oil. That would lower our transpor- 
tation costs further.” 

Copeland thinks majors will be in- 
terested in using his terminal to 
throughput gasoline. And he’s work- 
ing on several deals. “Majors don’t 
have the gallonage here to put up a 
terminal, so it will be cheaper for 
them to bring gasoline in by tanker 
and store it in my tanks,” he says. 

Finally Copeland plans to sell ma- 
rine lubes and greases to ships using 
the Seaway. “I don’t know how it 
will work out but I won't find out 
unless I try it.” He plans to use a 
36 x 22 ft. barge for this work. &@ 
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Get in the swim with True 


ye 
a » 





CITIES @) SERVICE 
{ 


Come join the thousands of Cities Service 
Dealers and share the profits of today’s most 
unique and outstanding gasolene advertising 

Get a share of the crowds of new customers 
attracted to Cities Service stations by the 


compelling theme of True Luxury Driving 





plus true economy, too. It all awaits you as a 
Cities Service Dealer or Distributor 

Unatraid to be different... willing to scrap 
old ideas for new and better ones Cities 
Service is now growing at a faster rate than 
the oil industry itself 

Powertul advertising is but one of many 
factors. You'll also find that Cities Service is 
it your service with widely public ized assist 
ance in bookkee ping, cre dit, taxes, and station 
promotion, to mention just a few 

Yes, the growing’s great in 58—and there 
an important place for you as a Cities Service 
Dealer or Distributor. Write: Cities Service 
Oil ¢ ompany, Sixty \\ ll Tower, New York 
5. New York 


: a 
~ tn 
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TESTING batteries is the key step in building bigger sales. It’s simple, effective 


How to Find Battery Prospects 


@ Lots of car owners need new batteries. But they don’t know it—until 


a test uncovers the need 


@ Other keys to bigger battery sales are better displays, good inventory 
and incentive plans for attendants 


@ Management's job is to get these simple-but-potent ideas 
across to dealers. Here are some ways to do it 


YOU CAN SAY IT several different ways, but the 
one sure-fire technique for selling a profitable bat- 
tery volume is the simple routine of testing batteries 
in customers’ cars. Programs to encourage more 
battery testing get many labels—but they’re all 
based on the car owner’s inclination to put in a 
new battery now, rather than get stuck with a 
dead one. 

Successful station operators make it a practice 


122 


to test batteries during lubrication and oil change 
jobs, or at any other good opportunity. Collectively 
these dealers are few, but they account for 80% 
of industry battery sales, as well as all other TBA. 

Some oil companies get this kind of performance 
from less than 15% of all their outlets. Others 
claim as high as 45%; the most common estimate 
is 20%-25%. Whatever the exact percentage, 
these dealers prove that batteries can be sold at 
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TRADE IN 
ALLOWANCE 
ON OUR 


48 MONTH 
GUARANTEED | 


Firestone! 
a _—_____) 


— = 
BA’ | RY 6 


Batreny Save ? -~ 


MAKE SURE 


BATTERY A. 4. ro bay 


att 


DISPLAYS are potent sales weapons, too 


a profit—even if competitors out-advertise with 
low prices and extravagant guarantees. 

Dramatic proof of the effect of testing comes 
from a pair of salary stations on one of the turn- 
pikes. It’s dramatic because exact figures are avail- 
able between locations with identical traffic and 
identical opportunities for sales during an identical 
time period. 

In one station the oil company TBA manager 
was able to institute a battery checking policy. 
As a result he sold a lot of batteries: the station 
sold 1,800 batteries in a three-month period. 

At the next station on the turnpike—run by an- 
other oil company—only 18 batteries were sold 
in the same length of time. Fantastic as it may 
seem, that figures out to 100 times as many bat- 
teries sold because of the battery testing program. 

Dealers Hold Back—Part of the resistance to 
battery testing grows out of today’s aversion to free 
services, say some TBA managers. Dealers are 
acutely conscious of their labor shortage and feel 
they have to ration free services. 


By FRANK C. STURTEVANT 
TBA Editor 
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During rush periods an undermanned station 
often does skimp on free services, including check 
ing the battery water level. At one time the oil 
industry made a strong effort to expand routine 
water-level checking to include a hydrometer test 
of each battery cell, and as a later substitute, a 
cell test with an open-circuit voltmeter. 

Today that idea is hopeless. Even the most 
enthusiastic supporters of battery testing don’t 
urge it for every car at the pump island. One oil 
company TBA man says: “We don’t even sug- 
gest testing at the island—they won't do it any 
way. You have enough trouble getting them to 
clean windshields.” 

But there’s one natural place for battery testing 
as part of the lubrication job. Says a battery sup- 
plier, “It’s all right to run battery testing drives 
for short periods, but the average dealer will make 
most of his battery profits from month-after 
month testing in the lube bay.” 

Other TBA managers believe there’s a certain 
type of dealer who hates to give a customer any 
bad news. He needs to be reminded that all bat- 
teries give out eventually; that too much concern 
over a customer’s tender feelings is hard on the 
dealer’s pocketbook, because the sale will slip 
away from him; that there’s a right and wrong 
way to inform customers. You can pull a long 
face and say, too bad, this battery isn’t going to 
last much longer. But how much better to smile 
and say, Mr. Customer, you'll feel a lot easier in 
your mind if you put in a new battery now—one 
that won't let you down. 

Let The Customer Know—One of the best tea- 
tures of battery testing is overlooked even by deal- 
ers who sell an above-normal share of batteries 
That’s reporting to the customer, even when the 
test shows nothing wrong. Of course, it helps some 
to put a check mark on the lube ticket, but it’s 
better to make a point of reporting the test. 

That lets the customer know you're watching over 
his battery; makes him a little more conscious of 
the importance of battery condition when you make 
special mention of it; and conditions him to think 
of you when the time comes to buy 


Target: More Tests 


Because battery testing does require extra effort 
by the dealer, there’s never an end to oil company 
drives to encourage more testing. This phase of 
sales training may include a combination of these 
features 

¢ Circulation of figures on the proportion of 
sales and recharges dealers may expect 

e Making the testing job easier by selling the 
dealer an appropriate testing device 

e Some form of incentive. 

One of the best known testing programs is 
Standard of Indiana’s “Dirty Battery Drive,” an 
annual company-wide effort to test every battery 
coming in to stations. Pads of report forms ar 
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WITH THE 1 oe (° SYSTEM 


Whatever marketing system you prefer — 1-grade, 
weer [a e a i f 2-grade, or 3-grade — the M.O.S.T. System offers 
you Maximum Opportunity for Sales and Turnover. 


However, you can enjoy all 3-grade merchan- 


ad 8 

dising with only 12 batteries, serve all your cus- 

maf ep | Wi tomers with a smaller inventory than ever before. 
—- For example: 


PREMIUM ... about 25% of your customers are 


s 
| high quality buyers and you serve them with just 
1 n 4 “Premium” M.O.S.T. batteries. 
be DELUXE... another 66% are medium quality 


buyers — served with just 4 “Deluxe” M.O.S.T. 
batteries. 

SPECIAL... about 10% are economy minded 
buyers — served with just 4 “Special” M.O.S.T. 
batteries. 

So, with the M.O.S.T. System you serve all 
buyers with just 12 batteries. Your M.O.S.T. in- 
vestment is low — inventory compact with loads 
of trade-up eye-and-buy appeal — your turn-over 
is fast and complete with 100% sales opportunity 
for you. . 


4 Premium batteries ...for Premium marketing, AABM Globe Globe Globe 


: Group Size Spinning Power | Spinning Power | Spinning Power 

(4 M.O.S.T. batteries replace 14 conventional sizes). lin each grade) PREMIUM DELUXE SPECIAL 

6-volt 
1M 1M-100 1M-75 1M-50 
2M 
2L-——-2N 2N-100 2N-75 2N-50 
2HF—3N 
2E--3NR 


12-volt 
27SH—24S 248-60 


3EE—60K 
28N—32N 28N-60 



































How it's Done 

‘ Unique design is the key to the M.O.S.T. System. 
Plus 4 Deluxe batteries Pee nna OR SURE-LOK channels, plus SURE-GRIP Hold-Downs 
Gin in battery’s GRIP-RIDGE, fit any M.O.S.T. battery 
market, (8 M.O.S.T. batteries replace 28 conventional sizes). into any size battery carrier—solidly, rigidly, superior 
to original equipment. Unitized-cover cases give broader 
power range. Unit packaging of dry-charged batteries 
permit serving up factory-fresh power without delay, 

waste, measuring or guesswork. 


For further details on the M.O.S.T. System for greater sales and 
profits, write Globe-Union today, Ask for bulletin G-100. 


SPINNING POWER 


“OGRE SMO 


SPLIT-SecoND STARTING 


Plus 4 Special batteries .... for Premium, Deluxe and GLOBE-UNION INC. 


Special (economy) marketing, (12 M.O.S.T. batteries replace MILWAUKEE 1, WISCONSIN 
42 conventional sizes). 


If it's Petroleum-powered there’s a GLOBE-BUILT BATTERY right from the start! 
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**, .. Like an empty wallet or an empty martini glass, a dirty 


battery indicates a need. It’s easy to see it.”’ 


provided, which classify all batteries 
tested as Clean-Medium-Dirty. 

On test day, company salesmen ap- 
pear at selected stations to lend a 
hand. Results of the annual programs 
to date were described at the Oil In- 
dustry TBA Group’s central meeting 
in St. Louis. Standard’s Al Oetjen 
points out that in the four years the 
tests have been conducted, dirty bat- 
teries always yield the highest pro- 
portion of both sales and recharges. 
Close to half the dirty ones either 
need charging or replacement. 

In the “medium” group only about 
a fourth are in poor condition. In the 
clean group it’s only 5%. Here’s what 
the dealer can expect, says Oetjen: 

Out of each 100 batteries checked, 
12 will need to be replaced. The 
dealer will sell four of the 12 on the 
spot, at a profit of $8 each, or a 
total of $32. 

Another 12 will need a charge, and 
he'll sell a minimum of four quick 
charge jobs at $1.50 each, for a total 
of $6.00. 

Adding that $6 to the $32 profit on 
sales brings in a total of $38. Spread 
over 100 battery tests, each test is 
worth 38¢ in profit. That, of course, 
takes no account of the other two- 
thirds of low batteries. Some of those 
customers will be back later to buy a 
battery or a recharge. 

Nor does it include a dollar value 
for the friends the dealer makes. He 
identifies his station as a place where 
they do more than put water on the 
battery—as a station that’s really in 
the battery business. 

Look for the Dirt—Oetjen believes 
dealers should regard dirt on a battery 
top as the same kind of warning as a 
low reading on the gasoline gage or 
the dipstick, or the smooth tread on a 
tire. 

“Like an empty wallet or an empty 
martini glass,” says Oetjen, “it indi- 
cates a need. It’s easy for the man 
who checks under the hood to see it.” 

The dirty condition, Oetjen ex- 


e During slow periods at the sta- 
tion, you can afford to check all bat- 
teries. 

e In busier times, just check the 
dirty batteries. 

e But make it a point to test the 
battery as part of all lube and oil 
change jobs, and make a record of the 
test. 

In addition, the dealer needs to 


give his men a little simple training. 
He should show them how to check 
the water level; how to avoid over- 
filling; how to tell negative from posi- 
tive; and how to take and interpret 
a meter reading. All that, plus an ade- 
quate stock of batteries, and he’s in 
business. 

Other Ideas—Others who have 
studied battery testing come up with 


your air 
compressor 


THIS WAY! 


It’s one of the most-used, most important tools you'll find in any 


service station or garage. That’s why it’s so necessary to have a 


compressor unit that meets all modern requirements 


ably and at low cost. 


depend- 


Quincy’s years of experience in building 


air compressors exclusively, their 100-plus authorized service de- 


pots and complete line to 90 C.F.M. are triple assurance of con- 


tinuing satisfaction. Clip and mail coupon today! 


QUINCY COMPRESSOR CO. Dept. NPN-758 


plains, comes from overcharging, add- 
ing too much water, and even fast 
driving. These create moisture on top 
of the battery, and moisture accele- 
rates self-discharge by providing a 
path for current leaks across the top 
of the battery. Moisture also collects 
dust—and there’s your warning sign. 

After four annual battery testing 
drives, Oetjen sums up this advice to 
dealers: 


QUINCY, ILL. 


Gentlemen: 
Send free catalog of Quincy Compressors for 
automotive use. 


NAME 


Yuincy 


COMPANY 





AOORESS 


city 
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profits dwindle to a trickle.”’ 


different figures, but they all agree on 
the final conclusion: testing is just 
about the only way to do a profitable 
battery business. 

One battery manufacturer believes 
that on the average a dealer will make 
one sale out of every 10 batteries 











THE WAYNE PUMP COMPANY - 





tested. A study of testing shows it 
takes two minutes to test a 6-volt and 
a half minute more to test a 12-volt. 
For a convenient measure of cost, he 
suggests what’s known as the “S¢ 
minute,” a fairly common cost factor 
often applied in industrial plants. 


BARGAIN 


HISTORY 


NEW PUMP PERFORMANCE 
AT USED PUMP PRICES 


Factory Rebuilt and 
Guaranteed 


Never before and maybe never again such 
a value as this in FACTORY reconditioned 
service station pumps! Every one completely 
checked from top to bottom. Completely dis- 
assembled and ALL parts inspected and re- 
paired or replaced. Every operation done 
according to most recent production stand- 
ards. Brand new high capacity, low speed 
internal gear pump unit supplied. Computer 
has new debossed wheels. All hardware and 
trim gleaming like new. Equipped with new 
hose and tested, reconditioned nozzle. Fin- 
ished like new in Wayne's ultramodern 
Painting Department. 

Replace old units with these Model 80-1-T 
Computer Pumps that look and perform like 
new. Fully guaranteed for 1 year .. . motor 
for 90 days... Underwriters’ Approved and 
Labeled. 

The Best of Workmanship and High Quality 
at a price substantially below the cost of 
equivalent New Pumps. 


ACT NOW! WIRE, PHONE 
NEAREST 
WAYNE 
REPRESENTATIVE 


Division of Symington Wayne Corporation 


SALISBURY, MD. 


*,.. One solid argument: Testing pays off. Without testing, battery 


On that basis it costs 10¢ for a 6- 
volt test, 12.5¢ for a 12-volt test. Or 
for 10 batteries, $1 and $1.25. He 
figures a very conservative $5 profit 
for the dealer on each sale. Since he 
figures every 10 tests produce a sale, 
plus an indeterminate amount of re- 
charge business, he maintains that a 
testing program is a sure money- 
maker. 

Make It Easy—However much en- 
thusiasm you can generate with these 
figures, dealers tend to bog down if 
testing is difficult. One reason battery 
testing first fell by the wayside was 
that service station people didn’t like 
hydrometers, once the only accepted 
method of determining a_ battery’s 
true condition. 

Small cell testers known as open 
circuit voltmeters, introduced about 
10 years ago, have been popular with 
dealers. Now they too have run into 
a snag. They’re hard to use on the 
buried connectors in general use on 
12-volt batteries. 

The only practical substitute seems 
to be a meter designed for testing the 
entire battery, followed by a cell-by- 
cell check if the over-all test shows 
signs of trouble. The Atlas Supply Co. 
introduced its new over-all tester for 
12-volt batteries last fall. Other mod- 
els will soon appear, probably for 
both 6- and 12-volt batteries. 

They'll be more costly than the 
small cell testers, probably on the 
order of $30-$45 compared to $5. 
That means the oil company that 
wants to be sure all batteries can be 
tested at its stations has a selling job 
to do all over again. As many dealers 
as possible will have to be persuaded 
that an over-all tester is just what they 
need. 

There’s one solid argument: testing 
pays off. Without testing, battery 
profits dwindle to a trickle. 


That Good Old Commission 


In several ways, oil companies 
have tried to stimulate battery test- 
ing with incentive plans. Not all work. 
One company says its offer of 25¢ 
for every card filled out with a report 
of a battery test did not encourage 
enough response. 

Several programs have offered so- 
called “luxury” rewards in the form 
of merchandise or resort trips. The 
usual procedure is to toss all the test 
reports into a hat and draw for win- 
ners. Companies who’ve used these 
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Lift them all on a ROTARY ROLL-ON 


Exclusive new-design lift 
handles modern cars safely 


Rotary’s new long tapered runway flange is the greatest 
thing that’s happened to the Roll-On Auto Lift in years 
...+ evolved to keep pace with modern car design. 


It provides more undercar clearance than any other 
roll-on type construction. Even the lowest of modern 
low cars can be driven on this lift without danger of 
damage to muffler, gas line or other under-car parts. 


Yet there has been no sacrifice of strength. Engineered 
design of the Rotary Roll-On with its reinforcing steel 


Long (60”) tapered runway flanges give 
the Rotary Roll-On more undercar clearance 
than any other roll-on type lift. 


EXCLUSIVE 
SPRING-ACTUATED 
WHEEL CHOCK 


When the Rotary Roll-On Lift is only a few 
inches off the floor this chock springs into 
position and locks. The car can’t roll off the 
lift. The chock is positive acting because it’s 
spring-driven does not depend on gravity 
and will not mar the lube bay floor. This extra 
quality of design and construction is standard 
with lifts built by Rotary and is apparent in 
every detail of their manufacture. 





L 
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box under the runways gives necessary rigidity to sup- 
port even the heaviest big car safely. 


And to make it an all-round lift, new runway width 
and spacing accommodate small foreign cars like the 
Volkswagen pictured above. 


To be sure lifts in your stations will handle future 
models as well as all present cars, specify the Rotary 
Roll-On . . . built by the originator of hydraulic auto 
lifts. Write for additional information. 


= ROLL-ON LIFT 


Rotary Lift Company 
Division of Dover Corporation 


Memphis 2, Tenn.—Chatham, Ontario 


First name in oil-hydraulic auto lifts—passenger and freight 


elevators—industrial lifting devices. 
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New “Dividends”’ 


from 

















@ Brand new concept in motor oil marketing . . . that’s the 
“Ful-Safe 15’. First developed by Crown, the ‘“Ful-Safe 15” 
gives you a new opportunity to sell oil to motorists who do 
not need a full quart. And it is a “natural” to help you serve 
the growing small car market. 


Brand new pay-off . . . Service station tests by major oil com- 
panies show that 65% of all cars need less than a full quart of 
oil. . . 50% of them bought oil in the Crown ‘‘Ful-Safe 15’’. 


“xpect such “‘dividends”’ from Crown, for years a major pro- 
ducer of quart cans for oil marketers. We’re ready to work for 
you... whatever your needs, 


for cans - closures - crowns « machinery 


CROWN CORK & SEAL COMPANY, INC. 
9300 Ashton Road, Philadelphia 36, Pa. 
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plans are not entirely satisfied with 
the degree of dealer participation. 

A variation of the cash award is 
still being used by the marketing 
company that introduced it, although 
it works only in limited areas. While 
the company’s merchandisers are 
around to promote it, dealers put it 
into action. But they won’t carry on 
by themselves. 

Here’s the plan: a small cash pay- 
ment of a few dollars goes to the man 
who sends in a block of initial bat- 
tery test reports on 20 batteries. If he 
sends in repeat tests on the same bat- 
teries at three-month intervals, he gets 
a series of further cash awards. At the 
end of 12 months he gets a special 
cash prize. 

The best incentives seem to be those 
that are paid by dealers, usually as a 
fixed commission on battery sales, or 
lumped with TBA sales across the 
board. Some flat figure like 50¢ or $1 
a battery is often used by dealers who 
shy away from giving an over-all per- 
centage on TBA. 

Dealer plans, of course, can take a 
variety of forms like sliding scales, 
quotas, and so on. They can also be 
applied directly to the ultimate ob- 
jective—the sale of a battery—rather 
than to the intermediate step of test- 
ing. A supplier commission on sales 
is impractical. It would be no more, 
in effect, than a dealer price cut, with 
no special incentive factor. 

Standard of Ohio and Standard of 
California have built a good battery 
business based on generous commis- 
sions to station employes. Both com- 
panies operate a large group of com- 
pany stations in which they can apply 
commission plans 
long-range basis. 

Flexible Prices—Dealers are too 
greedy for their own good, says one 
battery manufacturer. Far too many 
of them sit tight and wait for calls 
from car owners stuck with dead bat- 
teries. When the customer can’t shop, 
they figure they can charge more. 

For some reason they'll dicker to 
make a tire sale, when they won’t for 
a battery sale, he observes. They’re 
under the delusion they'll do just as 
much business waiting for emergency 
calls to come their way, thus making 
it unnecessary to do any testing or 
make a better trade-in offer. 

He suggests part of the oil com- 
pany’s job is to get across the idea 
that turnover is the way a merchant 
makes a profit. It’s admittedly a hard 
concept for many dealers to grasp. 

Full Stock—The multiplication of 
battery sizes in recent years is often 
cited as barring the small dealer from 
battery profits. “You can’t sell it if 
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Two strands of steel wire add 
strength, conduct static electricity to the 
ground through UL-approved couplings. 











Neoprene tube resists high- 
octane gasoline, stays flexible 
at sub-zero temperatures. 


























QUAKER “QUAPRENE” HOSE 
andles all gasoline grades 


Double-wire reinforced for 
strength and static elimination 


QUAPRENE gasoline-pump hose 
is compounded to pump the wide 
range of today’s octane grades. Its 
synthetic rubber tube is not affect- 
ed by hydrocarbon attack. Non- 
swelling, thick, and smooth, the 
tube maintains maximum fuel flow 
throughout its long life, and can’t 
contaminate its contents. 


Strong cotton-yarn reinforcement 
is interwoven with two parallel 
strands of steel wire, which prevent 
kinking and act as static conduc- 


tors grounded to the couplings. 
The strong neoprene cover with- 
stands severe abrasion and the 
actinic action of sunlight. 


Available in cut lengths with UL- 
seal couplings, or in long reel 
lengths; 34’ I.D.; 1%” O.D. 


For complete information en Quaker 
QUAPRENE hose, write Quaker 
Rubber Division, H.K. Porter Com- 
pany, Inc.; Philadelphia 24, Pa., or 
Pittsburg, California. 


. 


H.K. PORTER COMPANY, INC. 


QUAKER RUBBER DIVISION 
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OPW ’s NO. 1811 - H 
¢ FULLY AUTOMATIC 
SHUT-OFF NO22LE 


permits you to give 
two-man service 
with one man 











money. No overflows, no gas 
stains on car body to clean off, no 
angry customers. 


That’s right! You don’t have to 
stand by idly holding this Nozzle. 
Just stick it in the fill pipe, 
squeeze the valve lever open and 
engage the hold-open latch. While 
it fills the tank you service the car, 
sell extras. When the tank is filled 
the Fil-O-Matic shuts off auto- 
matically. Saves time, labor, 


LISTED WITH 


— HOLD-OPEN 
Stop working for your pump nozzle. Get LATCH 


the Nozzle that works for you—OPW’S 
No. 1811-H Fil-O-Matic, the Fully Auto- 
matic Shut-Off Nozzle. Write on your 
letterhead for more information. 





IF YOU ARE CONVERTING TO 
NEWER, BETTER JET AND 

PROP FUELS PURITY STANDARDS 
..» then by all means consider 
COSTS and RESULTS. 


Here is a working method ready and in 
approved use for a single refueling truck or 
an entire airport. Stationary and mobile equip- 
ment to fit almost any need. 


THIS MANUAL revised constantly, fully 
outlines every step you need to take to whip 
moisture and abrasive content in any or all 
of your fueling equipment. 


@ THE FACTS CONTAINED are taken from actual installations 


experimental and ground work is done. The manual is free of all 
cost or obligation to you. Write for it now. 


AVIATION REFUELING 
e TANK TRUCK e STATIONARY 
FILTER/SEPARATORS 


THE BRIGGS FILTRATION CO., DEPT. 253 

WASHINGTON 16, D.C. 

SEND ME WITHOUT OBLIGATION your Refueling manual covering stationary 
and mobile refueling equipment. 

Name 

Company 

Address 





Tires—Batteries—Accessories 





you haven’t got it,” is an old saw in 
TBA circles, and it’s apt to be ap- 
plied to everything a dealer carries 
aside from petroleum products. 

More than one oil company TBA 
manager has given up on the small 
dealer, in effect. One says frankly he 
wastes no time worrying about them. 
He plans his battery programs pri- 
marily to assist his better dealers. 

“With 14 battery sizes in use,” he 
points out, “even the smallest station 
must have a total stock of about 20 
batteries on hand. There are lots of 
fringe outlets that don’t seem to sell 
more than 20 batteries in a year. To 
suggest that such a dealer invest in 
a 20-battery inventory to get one turn 
a year is ridiculous. He’d do better to 
put his money in E bonds.” 

They don’t all see it that way. One 
supplier sees no reason why small 
dealers can’t improve their share of 
the market. “He doesn’t have to stock 
everything in the line. He can study 
his customers and only put in the sizes 
they’re likely to buy. Suppose he’s 
got a customer who has one of those 
freak batteries that appeared only for 
a year Or two on a few thousand cars. 
If he’s a good customer, the dealer 
should know the state of his battery 
and about when he’ll need a new one. 
He can make a special effort to get 
him what he needs.” 

Displays Can Help—Batteries don’t 
lend themselves to easy display. Main 
trouble is the excessive weight, al- 
though several attempts have been 
made to interest dealers in dummies 
or replicas. These make a good ap- 
pearance but seem to be short-lived. 

When trickle chargers were in com- 
mon use, battery racks with charger 
connections offered the next best thing 
to conventional merchandise display. 
They can be used just as well to dis- 
play dry charged batteries as for the 
conventional wet batteries. Dealers 
can get out of the habit, though, 
warns one TBA manager who now 
handles only a dry charged line. 

A recent survey of his dealers re- 
vealed that most of the battery racks 
were out of service entirely. He sees 
a need to re-educate dealers on ways 
to display dry charged batteries, per- 
haps with some new form of display 
fixture in place of the racks. 

Effective displays, adequate inven- 
tories, special incentives are all help- 
ful. But they are all supplements to 
battery testing, universally regarded 
as the No. 1 key to battery profit. 
Standard of Indiana’s Oetjen points 
out: “All the advertising in the world 
doesn’t show the customer his need; 
nor can he see it in a battery display. 
Only a test can do it.” = 
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<=  Areyou tired of people 
\¥ saying "OIL PROFITS 
ARE TOO HIGH'? 


Here is some information that may be of interest 
to you and a revelation to some of your friends! 





COMPARE OIL’S RATE OF RETURN ON NET ASSETS IN 
1957 TO THOSE OF OTHER LEADING INDUSTRIES. 
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MANUFACTURING <= | 2.37% 











P e ° For more information about your industry 
Oil Proftte Are Not Too High! clip and mail this coupon: 


That’s your easy answer to those who claim that 


oil profits are too high! Let them examine, as you 
have just done, oil’s rate of return on net assets 
in comparison with those of the other leading 
industries listed above. 

Remember these facts when the uninformed 


start talking about oil profits. 
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American Petroleum Institute, Dept. G 
50 W. 50th Street, New York 20, N. Y. 


Please send me additional information on oil industry profits 


NAME 
ADDRESS 





at lower cost with greater durability 


from HOPP— pioneer in plastics 


Now, because of Hopp’s ultra-modern production methods, you'll 
pay far less for the best laminated plastic credit cards on the market. 


®@ ECONOMICAL Hopp’s laminated plastic credit cards are guaranteed precision-cut 

@ STURDY CONSTRUCTION and pliable, yet sturdily constructed to take the pressure of any em- 

© DURABLE LAMINATED bossing machine in the hundreds of corporations that issue their own 

PROTECTION cards. Bakelite rigid Vinyl sheeting is used exclusively by Hopp 

© PRECISION CUT because this material can be fabricated to meet the requirements 
of any credit card designed. 


As one of the oldest and most experienced companies in plastic 
lamination, Hopp’s complete technical and manufacturing facilities 
can be your answer to the increasing importance of the right plastic 
product at the right price.Send for samples and prices, DEPT. V. 





ol & @ ) PP.P LA § Ti Cc S 


2 DIVISION OF THE HOPP PRESS, INC., EST. 1893 





460 WEST 34th STREET, NEW YORK 1, N. Y. 
TELEPHONE: BRYANT 9-1800 
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What FTC's Tire Crackdown Means 


In general, the government's new code gets the oil industry's 
private blessings. Most TBA men feel it's a rubber industry 
problem — and that private brand tires won't be affected 


FEDERAL TRADE COMMIS- 
SION’S unprecedented release of a 
12-point code covering tire advertising 
and labeling brings mixed reactions 
from oil men. 

Responses range from “no com- 
ment” to “won’t affect us” to “heart- 
iest endorsement” of the FTC action. 

Here are the FIC’s 12 points. 
They’re_ effective August 27, after 
which tire manufacturers risk formal 
complaints for non-compliance: 

e No tire advertising or labeling 
should be used to imply that a tire 
conforms to a quality standard when 
no such standard exists. The tire ad- 
vertised as ‘first line’ must be the pro- 
ducer’s best tire. 

e Advertising and labeling should 
not designate tires in such a way that 
buyers might believe they are getting 
a better grade than they actually are. 
If a manufacturer’s ‘first line’ is desig- 
nated as ‘standard,’ his ‘second line’ 
must not be designated ‘super stand- 
ard,’ for example. 

e An original equipment label may 
be given only to tires generally used 
as original equipment on American 
made current new model cars. 

e Tires must not be described as 
having more than actual number of 
plies, and disclosure of the identity of 
the ply fabric, such as cotton, rayon 
or nylon, is recommended. 

e There must be clear disclosure 
when tires offered for sale have been 
used. 

e Such terms as ‘changeovers’ or 
‘new car takeoffs’ may be used only 
to describe tires that have been given 
insignificant use in delivering a new 
car. 

e Disclosure that products are ob- 
solete or discontinued models must be 
conspicuously disclosed in ads. 

e Prices—advertised prices of 
products—should be the actual selling 
price. 

e Advertising must make clear any 
limitations on guarantees. 

e Blemished, imperfect, defective 
products must be revealed in adver- 
tising. 

e Terms like ‘skidproof,’ ‘blowout- 
proof,’ and ‘puncture-proof’ may not 
be used unless the product affords 


absolute protection under any and all 
driving conditions. 

e No advertising claim shall be 
made to deceive customers directly, 
by implication or by failure to disclose 
relevant information. 

How Oil Men See It—Most oil men 
feel the code is a good guide, but 
don’t foresee immediate effects, be- 
cause it “lacks teeth.” 

One eastern TBA man says, “If the 
tire manufacturers started immedi- 
ately to change their tire labels, it 
would be a backhanded admission to 
the public that they’ve been guilty of 
unethical practices. I think they'll 
move slowly into it, on a piecemeal 
basis.” 

But the same marketer welcomes 
the FTC action as a starter because 
“something has to be done. Our deal- 
ers and salesmen are confused with all 
the ‘handles’ being slapped on second, 
third and fourth line tires.” 

“And if we’re confused, the con- 
sumer must really be confused. Good 
God! How does he know what he’s 
buying? In the future maybe we'll be 
able to compare apples with apples.” 

For his own company’s tire opera- 
tions, the code will have little applica- 
tion, he says. His firm now markets 
three housebrand tires with tire names 
keyed to their respective price and 
quality. 

This view is typical of most other 
companies marketing their own house- 
brand tires. None appear concerned 
that the code will affect their tire 
merchandising programs, but all are 
asking their legal department for 
opinions—just in case. 

Chief reason for complacency 
seems to be a feeling that their tire 
labels, prices and advertising pro- 
grams are right in line. 

“After all,” one marketer says, 
“we've got a great deal more than 
just the tire business at stake.” 

Among marketers who don’t have 
their own housebrand tires, but carry 
a line of nationally advertised tires, 
there’s more reluctance to comment 
and a decided attitude of “this is rub 
ber’s headache, not ours!” 

But one TBA man for a national 
marketer (with commission arrange 
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ments with two tire manufacturers) 
says the code might help “remove 
some of the confusion between brands 
and prices from the dealer’s stand- 
point.” This would be important, he 
adds, “because the tire industry has 
devoted its entire lifetime to confusing 
people on brands and prices.” 
Consensus—General reaction seems 
to put the industry in this position: 
e In favor of restrictions on ads and 
labeling for tire manufacturers. 
e Confident that its own tire adver- 
tising and labeling programs are be- 
yond criticism. 
e Doubtful the FTC code will bring 
about any rapid changes. 
e Inclined to regard the new code as 
a tire industry—not oil’s—problem. 


What's New in TBA... 





Nylon truck tires 


in a new low-priced line, cover a 
wide range of applications from panel, 
pickup and delivery trucks to large, over- 
the-highway vehicles. Called the U. S$ 
Royal Delivery tires, the new line is 
available in sizes from 6:00-16 to 10:22 
in tubed construction, and in 6:70-15 
and 6:50-16 tubeless. Extra heavy rub 
ber compound is used to insulate the 
nylon cords. 


(Continued on next page) 
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MAIL 


Many cities in the United States 
use postal zone numbers as part of 
their adress. The use of these num- 
bers accelerates and simplifies the 
processing of mail, makes it easi- 
er for the less experienced clerk to 
distribute the mail, and _ effects 
earlier dispatch and delivery of 
your mail. 


For this reason, it is important 
that you use zone numbers wher- 
ever applicable. Learn your own 
zone number and use it on your 
return address. Obtain the zone 
numbers of those to whom you 
write, and include them on all cor- 
respondence, Your local post office 
will be glad to furnish you with 
any information concerning postal 
zones. 


MAILING EARLY IN THE DAY 


At present approximately 80% 
of the mail is received in the post 
office between the hours of 6 and 
10 p.m., creating a tremendous peak 
period problem 


To process this tremendous vol- 
ume of mail, the post office has to 
schedule 75% to 80% of its em- 
ployees on night duty. Since night 
workers are paid a 10% differen- 
tial, postal costs are increased. In 
addition, because of the larger pro- 
portion of night work, the post of- 
fice is faced with a recruitment 
problem as potential employees are 
attracted to jobs with more desir- 
able working hours. 


Early mailing would cut postal 
costs and stretch your tax dollars. 
Moreover, the reduction of night 
work would enable more postal em- 
ployees to spend evenings at home 
with their families. 


The simple fact is, that by mail- 
ing earlier in the day, the peak load 
would be spread out, enabling the 
post office to place a larger amount 
of mail on earlier planes and trains, 
and thus assure earlier delivery at 
point of destination. 


A Public Service Message From 
NATIONAL PETROLEUM NEWS 
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TBA 


Steel tire cords 


. replace fabric plies in Goodyear’s 
new “Unisteel” line of over-the-road 
truck tires. A radical new “belted” con- 
struction of the steel plies gives a 
smoother ride, says Goodyear. At the 
same time it permits the tire tread to roll 
on the road without the wearing, scrub- 
bing movement usually encountered with 
over-the-road tires. Flexing is confined 
to the sidewalls. 


Spark plug manual 


published by Auto-Lite not only 
covers step-by-step spark plug service 
and installation but includes heat-range 
charts for all types of plugs and other 
related information. The manual also 
illustrates modern 4-cycle and 2-cycle 
engine operation, the spark plug’s func- 
tion in the ignition system, and _ basic 
types of fouling and how to correct 
them. 


Manufacturers .. . 





Fram Corp. has cooperated with its 
field engineers in the purchase and use 
of station wagons to carry product 
samples, literature, mobile laboratory 
display, and other equipment. They'll 
visit service stations and other outlets. 

& 


Tung-Sol Electric Inc., Newark, N.J., 
has introduced a special flashlight that 
tests auto lamps and fuses. A_ built-in 
magnet permits the operator to mount 
the flashlight combination on any metal 
object, leaving both hands free. 

& 


Bendix Products division of Bendix 
Aviation Corp., South Bend, Ind., has 
established field schools for power brake 
sales and service training. Instructors 
are given a complete training course at 
the factory. 

J 


Goodyear now incorporates steel cord 
armoring in its Captive-Air Safety tire. 


Before the wire reinforcing, says Good- 
year, it was possible in rare cases for 
large nails to work through the tread 
and puncture the inner air chamber. 


Greiner 


Bay Petroleum Corp.’s western divi- 
sion has taken on the B. F. Goodrich 
line of tires, batteries and accessories. 
Bay markets through 435 outlets in 
Colorado, Wyoming, Nebraska, Montana, 
Arizona, Kansas, Missouri, Oklahoma, 
New Mexico and Idaho. Refineries are 
in Denver and Chalmette, La. Executives 
who negotiated the marketing agreement 
are Don B. Alsup, western sales manager 
for Bay Petroleum (subsidiary of Tennes- 
see Gas Transmission Co.); L. T. Greiner, 
Pacific regional manager for B. F. Good- 
rich, and D. J. Jakle, BFG Denver zone 
manager. 

fe 


Shell Oil Co. of Canada has started 
a program to acquaint its dealers with 
the use of the oscilloscope as an adjunct 
to tuneup service. Use of the device 
has helped some dealers to increase 
TBA sales, the company says. 

» 


Bear Mfg. Co., Rock Island, Ill., is 
promoting the sale of its wheel balance 
weights with a special “Bonanza Cou- 
pon.” Coupons, redeemable for an as- 
sortment of merchandise premiums, are 
packed in each box of weights. 


The Crescent Co., Pawtucket, R.I., 
has introduced a merchandising cabinet 
and assortment for its Burtonwood line 
of oil and grease seals. A special offer 
gives dealer nine free seals, equal in 
list price to cost of cabinet. 


Personnel... 





Joseph A. Anderson, general manager 
of AC Spark Plug division, has been 
elected a vice president of General Mo- 
tors. He will continue in charge of AC, 
where he started in 1924 upon gradua- 
tion from the University of Minnesota 
with a degree in mechanical engineering. 
He is a director of the Automotive Parts 
Mfrs. Assn. 
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Now get two important purchasing advantages and positive 
product protection, too, with U.S. Steel rust-inhibited drums 


In a rust-inhibited drum you can’t buy 
better quality than U. S. Steel. 

Every shell, head and bottom is pre- 
cisely formed, chemically cleaned, then 
coated with just the right amount of 
zinc phosphate. At U. S. Steel, all this 
work is done before final assembly, to 
give maximum product protection. 

And every pail and drum comes with 

two purchasing advantages to help you 
save time and money: 
1. Full, complete line. U. S. Steel offers 
today’s widest selection of steel ship- 
ping containers. Sturdy pails from 24 
through 12 gallons. Drums through ! 
gallons. Linings and closures supplied 
to your specifications—color-decorating 
to meet all your requirements. 


2 
— 
‘ 


You get the container with exactly 

the right properties for your products, 
in the most efficient size. And you deal 
with one dependable manufacturer. 
2. Punctual deliveries. With factories in 
seven key areas, U. S. Steel container 
deliveries can be timed to your produc 
tion schedules. You minimize inventory 
problems, get on-time delivery. And 
you can take delivery by rail or truck, 
whichever is more convenient. 

So talk over your own container 
needs with the man from U. S. Steel 
and benefit from over 40 years of steel 
shipping-container experience 


Alameda 
Chicago, Ill 
Camden, N. J 


Factories in: Los Angeles, Calif 
Calif. + Port Arthur, Texas 
New Orleans, La. - Sharon, Pa 


United States Steel Products Division 
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DO YOU NEED THE LASTING PROTECTION 
OF (Us8) STAINLESS STEEL CONTAINERS? 


20 years old 
— still in 
service 


Factory-new 
stainless 
steel drum 


a 


For some products, stainless-steel contain 
ers can be the least expensive of all. Learn 
if you can save money with a U. S.S 
stainless container. Consult your U. S 
Steel representative, or write for free bro 
chure. U. S. Steel Products Division, 30 
Rockefeller Plaza, New York 20. N. ¥ 
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General Electric makes 148 different auto lamps 


BUT YOUR DEALERS NEED ONLY 19 
TO GET MOST OF THE BUSINESS 


Dealers can handle 86.5% of 6-volt 
replacements with 6 G-E bulbs: 


1154 129 
63 1158 
Hs as 51 





Dealers can handle 84% of 12-volt 
replacements with 8 G-E bulbs: 


67 1176 
1034 1141 
a Y 53 
89 1073 





ia | Dealers can handle 99% of head- 
=A lamp replacements with 5 G-E lamps: 
ae A001 5400S 
“seer 4002 5040S 
5440 


eres ad 


HAVE YOUR DEALERS CHECK their stock right now And a glance tells when stock is running low. There’s 
and order the General Electric lamps they need. Be —_— room for price marking—and identification on both 
sure they get ’em in the new G-E Space-Saver Pack. ends of the pack. General Electric Co., Miniature 
Saves 30% in shelf space. No annoying covers or flaps. Lamp Dept. NPN-78, Nela Park, Cleveland 12, Ohio. 


Progress /s Our Most Important Prodvet 


GENERAL @@ ELECTRIC 
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TBA 


Paul E. Yeager 
has been named 
merchandising as- 
sistant in the dis- 
tributor, jobber and 
oil company sales 
department of the 
B. F. Goodrich as- 
sociated tires and 
accessories divi- 
sion. In his new 
post he will assist 
in the marketing 
and merchandising 
programs for the Hood, Miller, Bruns- 
wick and Diamond tires. Since 1954 
Yeager has been in the division’s adver- 
tising and merchandising department, and 
before that spent several years in retail 
and commercial tire sales. 


Yeager 


Donald A. Ellis has been named as- 
sistant manager of bulk sales in charge 
of ethylene glycol distribution for Con- 
tinental Oil Co. He was formerly as- 
sistant manager of TBA sales. In his 
new post he will coordinate sales of 
ethylene glycol to be produced by Cal- 
casieu Chemical Corp., an affiliate of 
Continental. Production of ethylene 
glycol is expected to start later this year 
at the Calcasieu plant now under con- 
struction at Lake Charles, La. 


William A. Hurt has been assigned 
to the advertising department of the B 
F. Goodrich associated tires and ac- 
cessories division. Most recently a mem- 
ber of the B. F. Goodrich corporate 
communications department, Hurt was 
associated with Sears, Roebuck and Co. 
from 1947 to 1953, where he was for 
two years tire department manager and 
for three years advertising department 
manager. 

7. 

Raymond P. 
Bergan has _ been 
named vice presi- 
dent - consumer 
products of Na- 
tional Carbon Co., 
division of Union 
Carbide Corp. Na- 
tional Carbon’s line 
of consumer prod- 
ucts includes Eve- 
ready flashlights 
and batteries; Pre- 
stone antifreeze, 

radiator chemicals and automobile wax, 
and a line of garden chemicals sold under 
the Eveready brand. Bergan joined Union 
Carbide in 1925 as a dealer salesman for 
National Carbon. He has been associated 
with the company’s sales organization 
since then in Pittsburgh and New York. 


Bergan 


Patrick Clarke is now special mar- 
kets sales manager for Fox Products 
Co., battery charger manufacturer, of 
Philadelphia. He was formerly with the 





Another 
Father-and-Son 
RICHFIELD 
Distributor 
Team 


Bright Outlook: Morris Baldinger, head of Supreme Petroleum Co. of New 
Jersey, Inc., Somerville, N. J., and his son, Paul, view the future with confi- 
dence. Supreme is another success story of Independent Richfield Distributors. 


“A Bright Future For My Son” 


says Morris Baldinger, 


25 years an Independent Richfield Distributor 


“25 years as an Independent 
Richfield Distributor is a long 
time,” says Morris Baldinger, “but 
I wouldn’t trade it for anything 
else! The business has been won- 
derful to me, and it offers my son, 
Paul, a bright future. That’s why 
we're instituting a station moderni- 
zation and building program. Paul 
had actually chosen medicine as a 
career, but after working for a 
while in the gas and oil business 
with me, he decided to stay in it 


and is taking over when I retire. 


“Doing business with the Richfield 


RICHFIEL 


people is a pleasure, too,” continues 
Morris. “Richfield executives in all 
departments are warm, friendly, 
cooperative. And Richfield does not 
compete with its distributors — in 
fact, Richfield does everything pos- 
sible to help you and to advertise 


the brand vy igorously.” 


WOULDN’T YOU like to become 
an Independent Richfield Distribu- 
tor and write your own success 
story? Then why don’t you look 
into all the advantages of this big 
“name” brand. Write, wire or phone 


us now! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


708 THIRD AVENUE, NEW YORK 17, N.Y. 


Franklin Mfg. Co. of Minneapolis, Serving the Eastern Seaboard from Maine to Florida 
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Your choice of a 401, 461, or 549 cu. in. V-8 engine is balanced with the right drive train to match your job 
exactly. Conventional and COEF, four- and six-wheel models range from 50,000 to 76,800 lbs. GCW. 


INTERNATIONAL V-8’s 


mean faster schedules at lower ton-mile cost! 


INTERNATIONAL heavy-duty V-8’s are 
built to cut trip time and truck operat- 
ing costs! 

These high displacement short-stroke 
V-8 engines operate at lower rpm. The 
result is less friction and drag, less en- 
gine wear and tear. . . longer engine life 
at least operating and maintenance cost. 


*Signed statements in our files, from fleet operators throughout the U.S 


The big payoff is in increased usable 
horsepower and torque. There’s less 
down shifting to maintain road speed. 
Drivers make faster turn arounds. 
Trucks deliver more ton-miles per week. 

Check the facts with your INTERNA- 
TIONAL Dealer. He’s got the truck that 
costs least to own!* 


back up this statement. 


® 


International Harvester Company e Chicago 
Motor Trucks « Crawler Tractors 
Construction Equipment « McCormick® 
Farm Equipment and Farmal!® Tractors 


INTERNATIONAL TRUCKS cost least to own! 
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Stub strainers 


. Slender enough to fit 2- or 3-inch 
openings are said to end special insertion 
problems. Designed for use on bottom 
end of suction pipe. Contents drawn 
from side so as not to disturb sediment 
at bottom. Has 8-mesh galvanized screen 
Universal Valve Co., 472 South St., 
Elizabeth, N. J. 


Circle No. 2, on coupon, p. 140 


Impact check valve 


. . . IS a companion model to the 
rokheim fusible link check valve, both 
for remote pumping pedestals. In event 
of island collision, a 100-lb. blow to 
the dispensing pedestal disengages pen- 
dant from poppet stem, closing valve 
instantly. In addition, fusible link melts 
at 160 deg. stopping product flow in 
case of fire. Face plates of both types 
are interchangeable, permitting easy con- 
version from one to another. Four 
models. Tokheim Corp., Ft. Wayne, Ind. 

Circle No. 3, on coupon, p. 140 


Equipment 


New Look in Dispensers 


THIS IS THE LATEST from Tokheim Pump—an 
entirely new style dispensing unit for remote pumping 


systems only. 


Known as the Vanguard Series 455, its distinguish- 
ing style changes are the tapered body; large porcelain 
dials; brightly illuminated marquee. 


Four 24-in. fluorescent tubes in the marquee serve 
as a floodlight for the dial face and for beaming ad- 
vertising brand names in three directions. There's a 


22” x 44%” glass panel on each side and a 14” x 3%’ 


panel at one end. 


Future refinishing will be needed only for small 
areas of the top and base. The supporting column is 
constructed of stainless steel, and the dial section is 
entirely of porcelain. Tokheim Corp., Ft. Wayne, Ind. 


Heating oil hose 


. of new thin-wall construction is said 
to speed truck-to-home deliveries by 17%. 
Hose has same outside diameter as con- 
ventional 1%4-in. hose but inside diam 
eter is 1%-in. New combination of 
reinforcing plastics permits same work 
ing pressures as conventional hose. B. I 
Goodrich Co., Akron, Ohio. 
Circle No. 4, on coupon, p. 140 


Bootees 


. for burner servicemen are made oft 
heavy white duck material. Available on 
rental basis for local oil firms or for sale 
to out-of-state heating oil distributors 
Industrial Overall Laundry, Inc., 1604 
Thomaston Ave., Waterbury, Conn. 

Circle No. 5, on coupon, p. 140 


Corrosion-resistant tank 


for home fuel oil storage is made 
of 12-gage steel in gal. size. Plastic 
and lacquer type liner sprayed on bot 
tom and heads in manufacturing proc 
ess claimed to afford 10-year protection 
Acme Tank & Welding, 1031 New 
Britain Ave., West Hartford 10, Conn 


Circle No. 6, on coupon, Pp 140 


I7¢6 


New island lighter 


. is an all-aluminum fixture for VHO 
or SHO fluorescent tubes. Four such 
lamps give 40% more light than six HO 
lamps. Light chambers are tilted 20 deg 
for wider distribution, better appearance 
and street visibility. Separate 
channel for transformers permits free 
air circulation and cooler operation 
Corning Alba-Lite glass panels stay 
cleaner because they’re static free. Re 
vere Electric Mfg. Co., 7420 Lehigh 
Ave., Chicago 31, Ill 

Circle No. 7, on coupon, p. 140 


cente! 
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Circle No. 1, on coupon, p. 140 


Loading line valve 


shuts off automatically when tank 
compartment ts filled. Known as Oilco 
1155, valve permits One operator to fill 
several compartments at one time. Dan 
gers of spillage and overruns eliminated 
Loading time speeded up. Can be man 
ually operated also. Aluminum or bronze 
Oil Equip. Mfg. Co., 3100 

ive., Louisville 11, Ky 
Circle No. 8, on coupon, p. 140 


Vermont 


New fuel pump 


connects to any car battery, 1s 
self-priming, nozzle-controlled and will 
pump 15 gpm from a 12-volt battery 
Six-volt batteries slightly less. Said to be 
ideal for farmers and other off-road 
users, pump has %-in. discharge hose 
and l-in. suction line. Currént draw 
100-110 amps. Transfer Pump Co., Os 
burn, Idaho 

Circle No. 9, on coupon, | 140 


(Continued on next page) 
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Equipment 


Diesel contamination 


. can be measured quickly in a new 
device that separates volatile components 
by means of a low pressure steam jet 
Covers dilution range from 1%-15%. 
Instrument is self filling, emptying and 
cleaning, and permits readings every five 
minutes. EMI Electronics, Litd., Hayes, 
Middlesex, England. 


Circle No. 10, on coupon, p. 140 


Junction box 


said to be explosion-proof, dust 
proof and rain-tight, offers choice of 
conduit arrangements. Designed to sim 
plify electrical installations at pump 
islands, new model EGJ has sealing hub 
Condulets for threading into bottom of 
box and four plugs for side conduits. 
Crouse-Hinds Co., Syracuse 1, N. Y. 


Circle No. 11, on coupon, p. 140 


Air suspension unit 


is centrally located over the axle 
to provide a full-floating action said to 
absorb shocks from all directions. The 
design function is described as doing for 
springing what the universal joint does 
for a drive shaft. Requires only one unit 
per axle. Air-Springs Inc., Rm. 415, 527 
Lexington Ave., New York 17, N. Y. 


Circle No. 12, on coupon, p. 140 


Hot-water heaters 


. come in 30-gal. and 50-gal. capac- 
ities. Smaller unit has 0.65 gal. per hr. 
nozzle; larger unit fitted with 0.85 gal. 
per hr. nozzle. Tank linings either glass 
or copper bearing steel. The hot-water 
heating units carry a 2-year guarantee. 
Branford Tank & Heating Products, Inc., 
Shelton, Conn. 

Circle No. 13, on coupon, p. 140 


Temporary lockout 

for extended gasoline pump hoses 
incorporates an internal latch that sets 
automatically for each three inches of 
hose extension. Specially designed for 
one-man service, the lockout permits 
hose to rest in extended position while 
nozzle is inserted. Short tug releases. 
Hunter Spring Co., Lansdale, Pa. 

Circle No. 14, on coupon, p. 140 


New grease mill 


. is said to save over 18% production 
time and improve product uniformity 
processing fibrous soda chassis greases, 
lithium and barium products. Providing 
a 60-80 gpm throughput, mill is powered 
by a 30 hp, 1750 rpm motor. Buxton 
Machine and Tool Co., 2181 Elmwood 
Ave., Buffalo 21, N. Y 

Circle No. 15, on coupon, p. 140 
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On eqeipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 
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New manhole 
... has 5-in. interior diameter and 6-in. 
depth. Said to be especially useful cover- 
ing underground slip nipple extractor 
valve assemblies, fill caps, fill boxes and 
other jobs where small economical size 
will do. Fits flush with driveway, no 
wrench needed to lift. Universal Valve 
Co., 472 South St., Elizabeth, N. J. 
Circle No. 16, on coupon, p. 140 


Truck conveyor chain 
. called “Motor-Vator” is an electric 
power unit for drawing palletized loads 
in or out of a truck body. Plywood 
platforms riding on rollers in aluminum 
track act as moving floor for transfer 
of pallets in response to push button 
controls. H. S. Watson Co., 1316 67th 
St., Emeryville 8, Calif. 
Circle No. 17, on coupon, p. 140 


Pump meter unit 


said to blend automatically both 
additives and product according to pre- 
set proportions. Meter records gallonage 
and energizes pump when more additive 
is needed. Pump is double-acting piston 
type with quantity control. Installed to- 
gether or with pump remote. Granberg 
Corp., 1308 67th St., Oakland, Calif. 

Circle No. 18, on coupon, p. 140 


apie ; iu ian ame 
COMING NEXT MONTH 


A full report on "plastic blankets"—a sig- 
nificant new conservation development for 
small-diameter tanks 
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Whether it’s one building or 
several, Davidson Porcelain Panels 
are individually “tailored” for on-the- 


job erection economy. 


Individual building unit treatment by Davidson, 


with panel assemblies keyed to your construction 


plan, means your building can be open for business ENCLOSE IT QUICKER 


sooner, at less cost. ‘ 
_— with 


Get design identification, too, with Davidson panel * 

assemblies, engineered to duplicate building designs, andson 
whatever the location — whether it’s new construc- V 

tion or modernization of existing structures. PORCELAIN PA NELS 


Contact a Davidson distributor 
(listed in your phone book under 
“Porcelain Enamel”) or write direct. 


Engineered to fit your design 


i'’so). ~~ DAVIDSON ENAMEL PRODUCTS, INC. 


ARCHITECTURAL | SUBSIDIARY OF FENESTRA, INC., DETROIT, MICHIGAN 
“s o/ 1123 E. KIBBY STREET - LIMA, OHIO 


Cae e er / 
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Equipment 


Barrel cart 


engineered for safe handling of 
loaded steel drums features a locking 
device for moving, pouring or mixing 
contents. Equipped with steel or rubber 
wheels, carts are designed for both 
standard 55-gal. drums and 30-gal. sizes. 
Hodgson Engineering and Manufacturing 
Co., 7th & Rockford, Tulsa Okla. 


Circle No. 19, on coupon, p. 140 


Battery tester 


. . fitted with knurled nut provides for 
adjustment over 24%2- to 4'-in. span. 
Can reach between cells of all 6 and 
12-volt batteries. Sharp prod points said 
to pierce compound for open circuit and 
load tests. Regulator check also possible. 
Christie Electric Corp., 3410 W. 67th 
$t., Los Angeles 43, Calif. 

Circle No, 20, on coupon, p, 140 


Brake adjustment tool 


is latest offering in Herbrand’s 
“Tool-of-the-Month” series. Called 
model 302, new tool is designed to 
mechanics’ specifications. Will adjust 
Bendix brakes in close quarters and 
blind locations on all car types. Has 
specially curved end to center quickly 
on star nut. Bingham-Herbrand Corp., 
Fremont, Ohio. 


Circle No. 21, on coupon, p. 140 


ELIMINATE 


BALL JOINT 


relate} 


TORSION BAR 


TROUBLES 


with New 


AMATIE 


BLACK 
VELVET 


ball fe iion renee 


TBA Franchises Available ! 
AMALIE DIVISION 


L. Sonneborn Sons, Inc, 
Franklin, Pennsylvania 


New tachometer 

. using transistors gives accurate rpm 
readings by holding test lead in vicinity 
of wiring. With no electrical connections, 
unit is especially handy for outboards. 
Price $72.50. Fox Valley Instrument Co., 
Cheboygan, Mich. 


Circle No. 22, on coupon, p. 140 


Literature ... 





Degree-day recorders 


. and how whey can save up to 30% 
of a jobber’s fuel oil or LPG delivery, 
bookkeeping and record costs are de- 
scribed in new folder and specification 
sheet. Also gives data on how degree- 
day system works. Hidy Brown Recorder 
Co., 6988 Five Mile Rd., Cincinnati 30, 
Ohio. 


Circle No. 23, on coupon, p. 140 


Porcelain wall panels 
. covered in a 4-page folder which 
describes new architectural porcelain 
veneer known as Monarch Wall. In- 
tended for either interior or exterior 
usage, panels have steel base and lami- 
nate to most rigid core materials. Wide 
color range. Dept. MW, Davidson 
Enamel Products Inc., East Kibby St., 
Lima, Ohio. 
Circle No. 24, on coupon, p. 140 


Brodie meter line 

is detailed in a colorful 8-page 
booklet in which company’s displace- 
ment meters are arranged in six basic 
groups according to design or capacity 
range. Covers 34 models ranging from 
40 gpm to 5000 bbl. per hour and pres- 
sures from 125 to 1200 psi. Bulletin 
#658, Ralph WN. Brodie Co., San 
Leandro, Calif. 

Circle No. 25, on coupon, p. 140 


Manufacturers . 





Ever-Tite Coupling Co., Inc., has a 
new branch sales office at 600 South 
Michigan Ave., Chicago. All standard 
Ever-Tite Couplings are on display at 
the new branch, supervised by Victor 
Carnell. 

2 

Dupont Co. reports the development 
of a new plastic film with superior out- 
door weathering characteristics said to 
be suitable for station exteriors. Based 
on a new polymer, Type R film is not 
yet generally available for use. 

* 

The Automotive Division of Wagner 
Electric Corp. is currently conducting a 
series of brake clinics throughout the 
company’s 23 regional territories. Clinics 
are run in cooperation with Wagner 
jobbers. Emphasis is on hydraulic brake 
repair practices and proper application 
of brake linings. Demonstration charts, 
cylinder cutaways and brake service lit- 


(Continued on page 145) 


NEW JERSEY 








OPW Valves and Fittings 
Blackmer Pumps 

Erie Pumps and Equipment 
Price Signs 

Repair Parts for 

all Pumps 


TEN HOEVE BROTHERS 
359 Mclean Blvd., Paterson 3, N. J. 





NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 





NORTH CAROLINA 


Gashoy’ Pues 


For every size consumer- 
commercial account. 

TURNER EQUIPMENT CO. 
600 North James Street 


OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoin 
Neptune, Huffman, Goodrich, 

Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 
DISTRIBUTORS FOR: Wayne Pumps & Equip- 
ment, 0.P.W. Valves and Fittings, Gorman-Rupp, 
Fill-Rite Pumps, Whiteway Lighting, Saylor-Beall 
Compressors, Granco Pumps and National Hose. 
211 Lincolnway West, New Oxford, Pa. 
MAdison 4-4131 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 

Engineering & Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOBJ 














Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 
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EXCLUSIVE iis.» ALL-METAL METER 


No Cup Leathers : No Mechanical Vaives 
Self-Purging - Four Cylinders 


Look inside a gasoline pump to see its real value. A gasoline pump 
is only as good as its components. Take the Bennett All-Metal Meter, 
for instance. It costs virtually nothing to maintain. And, after all, isn’t 
this what you’re most interested in — maintenance cost savings? 


Oil Marketers, the world over, have found that Bennett's design 
simplicity and precision workmanship result in longer life with mini- 
mum wear. That’s why Bennett invites maintenance cost comparison. 
Install Bennett pumps and start realizing these savings today. 





JOHN WOOD COMPANY senners pume oivision, Muskegon. Michigan 


IN CANADA JOHN Woop COMPANY LIMITED * Toronto * Montreal * Winnipeg * Vancouver 





EASY 
-_ pets 
OTA * 2 
ROFITS SPOT THE a 





® 
ECO Islanders on your island 
help make the high-profit sales 
Only one in twenty customers buys from 


TBA displays. Nineteen must be sold 
at the island. 


- 


ECO Islanders make it easy to get under the 
hood — check tires and spot the needs that 
make money for you. These modern 
merchandising tools not only help sell TBA 
for you but provide the one-stop gas, 

air and water service that invites traffic, 
saves miles of steps and gives you more 
time for selling. 


_ 
- 
ssaeese™ 


Ask the dealers who give the best 
service and make the most profits 
and see for yourself how you, too, 
can build your business faster with 
ECO Islanders. 


Available with or without automatic tire 

inflation in a wide variety of models to 

harmonize with any station layout. 

ECO Tireflators provide accurate automatic 
_ tire inflation for post, wall or remote 

overhead installation. 


CLOSE THE SALE 





tae 


JOHN Woop COMPAN Y: BENNETT PUMP DIVISION, Muskegon, Michigan 


District Offices: Albuquerque © Atlanta * Baltimore * Boston + Charleston © Chicago 

Cleveland + Dallas * Denver * Detroit * Kansas City + Little Rock * Los Angeles * New Orleans 
New York © Philadelphia « Pittsburgh * Rochester + Salt Lake * Seattle * St. Paul © San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto « Montreal « Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y., Cable "WOODINTER” 





Equipment 


erature have been specially prepared for 
the nationwide series. Basic theme for 
sessions is, “You can’t guarantee the 
work you don’t do.” 


= 
The Garrett Supply Co., Phoenix, has =-s= 
been named exclusive distributor for U.S. dependability 
Rubber Company’s industrial products in 
Arizona. William G. Kieffner of the rub- 


ier stencenee Will tole Chase an 3 fell: | means more deliveries 


time resident sales engineer. 


* | = 

Aro Equipment Corp. has opened a -..- more protits 
New Jersey factory branch to serve the 
northern New Jersey and western New 
York petroleum and automotive lubrica- 
tion markets. Situated at 5 Newcomb PI. 
and Rahway Ave., Elizabeth, the new 
branch has service and installation fa- 
cilities and a sales office. Bill Walsh is 
the automotive sales manager. Curt Eves 
is in charge of industrial lubrication 
sales. This gives Aro two branches in 
the Greater New York area, the other 
at Woodside, Queens. Both branches are 
supervised by Hal Freyer. 

* 

Proportioneers, Inc., division of B-I-F 
Industries, Inc., currently has a Volks- 
wagen “Microbus” touring the country 
exhibiting the line of feeders, filters and 
proportioning equipment manufactured 
by the Providence Co. 


Personnel .. . 





Fred Wieslander has been named dis- 
trict manager for New York area sales 
of Erie Meter Systems, Inc., succeeding 
Frank Carney, who has retired. Wies- 
lander previously was with Shields- 
Harper, West-Coast oil equipment dis- 
tributor. Territory includes all New York A Vapor-flo Motorpump with a three-way valve hook-up. Motorpump can unload 
City, Long Island, northern New Jersey transport and deliver product to storage tank, then by reversing valve can pump 
and the four lower New York counties | from storage tank to loading rack 
along the Hudson River. 


Profitable operation in bulk terminals, bulk plants or fuel 
oil dealer plants means continuous operation. Ingersoll- 
Rand Motorpumps with time-tested features and ad- 
vanced design continue to provide year after year savings 
with low cost operation and minimum maintenance 


The Modern Motorpump is built in straight centrifugal, 
self-priming and “Vapor-flo” models. There’s a unit to 
suit any condition with deliveries to 2800 gpm. 


Check the new “Vapor-flo” if you handle any fuel that 
may vaporize or where vortexing may occur .. . here’s a 
% ) 


pump that can’t vapor bind or clog. 
Reber Collier 


Write for your copy of the latest bulletin on Motorpump 


: : for fuel oil or gasoline handling 
Schuyler C. Reber has been named 5 B 


vice president of Rotary Lift Co.’s 
Automotive Division. His old post as 


sales manager is being assumed by TL ersoll-Rand 
Charles W. Collier, formerly district 


manager of the Memphis firm. Both men 9-838 11 Broadway, New York 4, N. Y. 
joined Rotary in 1957. Reber previously 
was sales manager of the American Saw 
and Tool Co. of Louisville. Collier 
served as Mid-South district sales man- 
ager for the O. A. Sutton Co. 
~ Standard 
S. R. Schleicher is the new general Motorpump 
manager for Marlow Pump division of 
(Continued on page 148) 


Vapor flo 
Motorpump 
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The Truck 


WHITE 3000 TRUCKS 
For airport service, fuel oil de- 
livery, city and suburban tankers, 
and special deliveries, the White AM ERICA’S MOST 
3000 has many exclusive advan- 
tages maximum payload . . 


one | OF TRUCKS FOR 


WHITE 3000 SERIES 


Most distinctive tractor on 
the highway —the original 
power tilt-cab since copied 
without achieving the safety 
power-tilt feature. Its func- 
tional design achieves ideal 
weight distribution, short- 
er wheelbase, maximum 
payloads. 


WHITE DIESEL TRACTORS THAT BETTER THE FUEL ECONOMY 
OF ANY OTHER DIESEL, PLUS FAR GREATER PERFORMANCE! 
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Best Engineered for the job 


is the Best Economies 


White’s leadership in engineering improvement 
is well established. Our advances are constantly 
being imitated, but unsuccessfully, because no 
other truck manufacturer has the complete, 
quality product line, nor the experience, of 
White specialized truck design. 

And no other has the skilled organization and 
complete facilities to apply advanced, specialized 
engineering to every truck owner’s problems. . . 
both before and after the sale. 

White is the only manufacturer able to offer 


_\BERTAD 


truck owners in every field the exact combina- 
tion of engineering components needed for the 
best performance at the lowest operating cost 
under the highway laws prevailing in their states. 

Under the pressures of high fixed costs, ex- 
panding truck mileages and the variety of state 
laws affecting truck earning power .. . the best 
engineering is the best economics. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


- ADVANCED—MOST COMPLETE LINE 
_ THE PETROLEUM INDUSTRY! 


! WHITE 4000 and 
9000 SERIES 


Wide range of models—single axle, 
tandem axle and pusher tractors. 
For applications in states where 
lowest vehicle weight is advan- 
tageous the White 4000. The 
90-inch dimension (B-B-C) for 
maximum tanker length and 
greater payloads—the White 9000 


Than 55 Years The Greatest Name In Trucks 
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25% THINNER | tevinen 


Bell and Gossett. Schleicher joined Mar- 
low in 1950 for a special project and 
later became production manager. He 
will retain production duties in his 
new post at Marlow’s Midland Park, 
N.J., headquarters. Prior to 1950 he was 
with Watson Flagg Machine Co. 
Schleicher is a graduate of Purdue 
University. 











* 

Austin Goodyear has been elected 
president of Hewitt-Robins, Inc., Con- 
necticut industrial rubber product manu- 
facturers. He succeeds Thomas Robins, 
Jr., who will continue as board chair- 
man. Goodyear joined Hewitt-Robins in 
1941. He returned in 1945 after service 
with the Air Force and in 1947 was 
named production manager. In 1948 he 
became assistant to the vice president 
for sales and in 1952 was elected to the 
board of directors. Promoted to vice 
president in 1953, he became executive 
vice president in 1955. 











© 

Dr. Robert E. Wilson, retired board 
chairman of Standard Oil Co. (Indiana), 
has been retained to make a detailed 
study of Continental Can Co.’s research 
and development program. He will devote 
about a quarter of his time to this work 
during the coming year. Dr. Wilson is a 
graduate of Massachusetts Institute of 
Technology and headed its Research 
Laboratory of Applied Chemistry for 
many years before joining Standard in 
1922 as assistant director of research. 

« 


GREATER J. D. O'Hara is 


now sales director 


tod od LOT 1 Oe A — pit for Plasti - Line, 


Inc., Knoxville 





MORE 
RUGGED!!! 








\e OIE MPR SS aS ai et ce RF ne 


manufacturer of il- 


SMOOTHER | ai) ‘ | A luminated outdoor 
STYLING Pet _ — | sas ee 


sales department of 

Plasti-Line in 1950 

and worked as a 

sales representative 

O’Hara in virtually all of 

the company’s ter- 

ritories. In his new post, O’Hara will 

supervise operations in the Philadelphia, 

New York, Cleveland, St. Louis and 
Chicago sales offices. 
* 


9 Arthur B. Guise, technical director of 
66 Ansul Chemical Co., Marinette, Wis., is 
newest member of the Fire Research 


a Conference of the National Academy 
eo L\ ht of Science. Guise is one of three in- 
. | Wraparound 9 dustry representatives on the conference, 
Horizonta | which evaluates and plans fire research 
studies, 
* 
n for Service Station Lighting | Carl G. Link has been named eastern 
n regional manager for the Boston Woven 
zontal ' 4 Lighti g | Hose & Rubber Co., a division of the 
American Biltrite Rubber Co. This is a 
newly created post and will include the 
area between New York and New 
Orleans. Headquarters for the region will 
be in New York City. Before joining 
Boston Woven, Link was sales manager 
Cc oO M “ Cc Oo CORPORATION for the New York Belting and Packing 
1800 N. Spaulding Ave. e Chice tll. @ U.S.A. Co. 


© Trend-setting desig 
@ The greatest value in Hori 
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A MAGNET FOR SALES... 








































































































All “Sales-Maker” models 
are also available without 
brand panels. 


Handsome Gilbarco “Sales-Maker” @ Largest brand panel — 123 square inches. 

pumps out front are compelling in- @ Long hose reach — Model 1006 with inside 

Micelles micas thi (otic) oMelileM lth extension hose has 14’4” reach — Model 1004 

your brand. A standout everywhere, has 13/4” radius. 

the Gilbarco “Sales-Maker” is de- @ Rigid Mono-Frame construction. 

signed to give you peak selling @ Two-piece door panels for instant accessibility. saan 
power at the point of sale... @ World-proven Gilbarco four-piston meter. West Springfieid, Mass 


Toronto, Canada 


Check these features—and write today for complete information. 
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SHELLUBRICATION 


Bumper-to-Bumper Crop 


The traffic turnout at Ed Avitable and Bill Kershaw’s Shell pumps 
beats the most optimistic predictions 


“We estimate at least 18,000 gallons of gasoline a month.” 


That’s what Shell predicted back in December 1956 for the 
new Shell station in Branford, Connecticut. The prediction 
was based on population growth, traffic counts, location, etc. 


But one thing was missing from the estimate—or rather 
two—Ed (Slim) Avitable and Bill Kershaw. These two 
crackerjack salesmen with 18 years of service station experi- 
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ence between them set out to beat the estimate . . . by cashing in 
on the very same advice and ‘‘know-how” Shell offered them. 


For example, at the suggestion of the Shell salesman, Bill 
and Slim sent out “Opening Day” announcements and appli- 
cations for Shell credit cards. Result? 95 ready customers 
before the station doors even opened. 


After one month in business, Slim and Bill had pumped 
23,000 gallons. Within 6 months, monthly gallonage went up to 
46,000. Their motor oil percentage was a profitable 1.31%. 
TBA sales were a whopping $1,000 per month. 


How come the continuing success? Well, Slim puts it this 
way. “‘We knew we'd bring ’em in if we gave service like 
they’d never seen before in Branford.’’ Every one of the cars 
that pulls into Branford Shell gets the oil, battery and radia- 
tor checked—and leaves with a clean windshield. 


And the exclusive Shellubrication follow-up system makes 
it easy for Slim and Bill to give each customer individual 
attention—with a monthly ‘‘Time to Lubricate’’ reminder. 
It’s paid off all right. To the tune of 400 regular Shellubrica- 
tion customers a month. 


Meanwhile behind the scenes, Slim and Bill keep posted on 
special promotion ideas and the latest service station tech- 
niques—taken from regular Shellubrication Bulletins and Shell 
Progress—the dealer’s magazine that’s loaded with timely 
merchandising tips. 

Slim and Bill decided early in their partnership that the 
Shell Advanced Retail Training Center program was a must. 
Now, all the members of the crew are graduates and fre- 
quently go back for brush-up courses. 

Slim and Bill are naturals for the service station business, 
a winning combination as partners. But both of them will tell 
you—it took Shell products and Shell training to harvest that 
bumper-to-bumper crop. 


Bill Kershaw prepares to send out ‘““Time 
to Lubricate’’ reminders to Shellubri- 
cation customers. 


Ed (Slim) Avitable shows a customer 
how Shell’s Free Touring Service en- 
ables every motorist to get the most out 
of vacations. 


Slim and Bill take pride in their sta- 
tion’s appearance. Here, Bill Kershaw 


“cleans house.”’ 


It pays to be a Shell Dealer 
—and your nearest Shell office will be glad to tell you why. 
Ask for the District Manager. ~ 
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7,000,000 GALLONS PUMPED 


with perfect service record! 





Four Marlow Pumps Perform Efficiently With No Down Time 


Completed in December, 1955, the 
Tull Oil Company’s bulk plant in Char- 
lotte, N.C., owned by C. W. Tull, 
handles regular and premium gasoline, 
kerosene and #2 fuel oil. Mr. Tull, who 
is also a gasoline retailer, uses four, 
space-saving, Marlow 20 EVP, vertical, 
self-priming pumps to supply his load- 
ing racks at a 300,000 gallon a month 
volume. 

These same versatile, long-lasting 
Marlows that are used for loading 
Tull’s three retail-delivery fuel oil 
trucks are also used to pump from 
transports into the above-ground stor- 
age tanks. Even though the pumps are 
installed out in the open, where they 
are subjected to all kinds of weather, 
these Marlows have handled more 
than 7,000,000 gallons since they were 


installed. C. W. Tull is so well satisfied 
with these pumps that he has said “if I 
enlarge my facilities, and I expect to 
some day, I will specify Marlow 
Pumps.” 


Specify Marlow pumps on your next 
petroleum pump job and you'll be sat- 
isfied with their efficient performance 
too! 


Write today for your free copy of 
Bulletin PM-06 and the name of your 
nearby Marlow dealer. 


DIVISION OF 


The flow-through design of the Marlow 20 EVP 
vertical pumps, that were used by Tull Oil Com- 
pany for loading and unloading, simplified 
piping problems. 


BELL & GOSSETT 


MIDLAND PARK, NEW JERSEY 


MORTON GROVE, ILLINOIS e 


LONGVIEW, TEXAS 7-291 
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Gasoline Shows Promise 


@ Early outlook for gasoline in July is bright. Its general improvement is an extension 
of a trend that began showing up in June. The thing to watch, of course, is what 
refiners do with their runs. 

The 3-day July 4th holiday weekend should serve as an unusually good gage this 
year as to what gasoline demand will be like for the rest of the month. In addition 
to showing what highway consumption may be like this summer, it should be appar- 
ent by then which way consumer gasoline prices are heading. 

Early conjecture is that consumers will be paying more for their gasoline in July 
on any new deals. Wholesale prices already have risen. And indications are that 
month-to-month supply arrangements with consumers, and 6-month deals with larger 
accounts ended June 30, are in for upward price revisions. Reasons: Netbacks on 
such deals have been painfully low and suppliers are, more and more, in a mood to 
make their quarterly statements look betier than they did in the first quarter. Also, 
stocks tend to reflect that the year-long cutthroat buyers’ market is ready to swing for 
the better. Too, refiners like to see the end come to such competition because of 
friction it creates between all classes of customers—including consumers themselves. 


Resid Market Has Suppliers Edgy 


MARKET OUTLOOK 


Heavy fuel prices have many suppliers edgy. Others are gloomy, especially over 
next winter outlook. With the Gulf Coast as the lone exception (prices there actu- 
ally are firm), no one seems to know where bottom is in a number of markets. 
What’s more, buyers apparently don’t care too much. Mostly they appear to be 
sitting contentedly on the sidelines watching sellers battle over prices and relatively 
few sales. 

Chicago heavy fuel oil distributors say gas competition virtually has forced them 
out of market for summer business from commercial users and apartment houses. One 
distributor figures he would have to deliver ordinary No. 6 at less than S¢ gal. to 
compete with gas. In the New York area, a large independent supplier temporarily 
withdrew his quotations from Oilgram Price Service. He said there was “too much 
confusion in the market.” His plans were to sell at what prices were necessary to 
hold existing accounts. He said he did not intend to solicit any new business while 
the market was in such turmoil. 

The latest gimmick to add softness to New York harbor’s spongy resid market was 
report that a major supplier, in effect, had increased his margin to contract cargo 
buyers by an additional 8¢ bbl. 

Sources said it was being done through “chargebacks” by customers, which pro- 
vide a net margin of 36¢ bbl. off the harbor barge posting, effective during June. 
Beginning in July, sources say the deal goes on a quarterly basis, with customers 
charging back 8¢ bbl. in October on material taken in July, August, and September. 

Adding still a newer twist in a market that had old timers admitting they couldn't 
keep up with what was going on, is a New York independent’s decision to enter the 
Persian Gulf on his own as a buyer of black oil. One cargo is said to be fixed for 
early August loading at 60% off flat United States Maritime Commission rate, plus 
cost of product. Material is said to be topped crude suitable for use as bunker fuel 
Also, California resid is entering the harbor area at a delivered price of about $2- 
$2.05, while the net cargo price figured to $2.29 bbl. 





YOUR GUIDE TO NPN PRICES 
Market barometer page 
Refinery and terminal prices 
Key crude oil prices 
Tank wagon prices 
Gasoline consumption by states 


Gasoline prices for 55 cities 
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THE CITY THAT DIDN'T EXIST A MONTH AGO 


Every 30 days the U.S. adds as many new Americans as 
live in Norfolk, Va.—creating brand-new wants and 
needs which must be satisfied. 


What does this mean to you? It means greater opportu- 
nities than ever before—in all fields. Home construction 
is expected to double by 1975. Power companies plan to 
increase output 250% in the next 20 years to provide 
the power for scores of new labor-saving devices. Cloth- 
ing suppliers predict a one-third increase in 7 years. 
With 11,000 new citizen-consumers born every day, 
there’s a new wave of opportunity coming. 


7 BIG REASONS FOR CONFIDENCE IN AMERICA’S FUTURE 

1. More people ... Four million babies yearly. U.S. popula- 
tion has doubled in last 50 years! And our prosperity 
curve has always followed our population curve. 

2. More jobs... Though employment in some areas has fallen 
off, there are 15 million more jobs than in 1939—and there 
will be 22 million more in 1975 than today. 

3. More income ... Family income after taxes is at an all- 
time high of $5300—is expected to pass $7000 by 1975. 


154 


. More production .. . U.S. production doubles every 20 
years. We will require millions more people to make, sell 
and distribute our products. 


. More savings . . . Individual savings are at highest level 
ever—$340 billion—a record amount available for spend- 
ing. 

. More research .. . $10 billion spent each year will pay off 
in more jobs, better living, whole new industries. 


. More needs .. . In the next few years we will need $500 
billion worth of schools, highways, homes, durable equip- 
ment. Meeting these needs will create new opportunities 
for everyone, 


Add them up and you have the makings of another big up- 
swing. Wise planners, builders and buyers will act now to 
get ready for it. 


FREE! Send for this new 24-page illus- Your 
trated booklet, “Your Great Future in a Great Future 
Growing America.’”? Every American fae 
should know these facts. Drop a card to- | wine America 
day to: ADVERTISING COUNCIL, Box 10, 

Midtown Station, New York 18, N. Y. 


(This ad sponsored by Gulf Oil Corporation, Pittsburgh, Pa.) 
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PRODUCTS VS. CRUDE GULF COAST 


PRODUCTS VS. CRUDE MID-CONTINENT 
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MARKET BAROMETER 
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Refinery and Terminal Prices 








All prices are supplied by Platts’ Oligram Price Service, NPN‘s as- 
sociate publication. Arrows indicate upward or downward movement 
of the price preceding the arrow. Prices as of June 16. Last previous 


listing: May 15 


Motor Gasoline 


Gulf Ceast Cargoes- - 
100 oct, prem 

99 oct. prem 
98 oct. prem 

97 oct. prem 
5 oct. prem 
93 oct. prem 
92 oct 

0 oct 

87 oct 

RA oct 

3 oct 

79 oct 

70 72 oct c M 
Albany, N. Y. 
9% oct, prem 
92 oct. reg 
Baltimore, Md. 
98 oct, prem 

96 oct. prem. 

02 oct. reg 

0 oct. reg 
Boston, Mass. 
98 oct. prem 

96 oct. prem 

92 oct. reg 

90 oct. reg 
Buffalo, N. Y. 

98 oct. prem 

92 oct. reg 
Charleston, S.C. 
97 oct. prem 

95 oct, prem 
90 oct. reg 

87 oct. reg 
Chicago, tl. 
98 ort. prem 
97 oct. prem 
96 oct. prem 

G1 oct. reg 

89 oct. reg 
Corpus Christi, Tex. 
97 oct. prem 
90 oct. reg 
Detroit, Mich. 
9% oct. prem 
92 oct. reg 
Houston, Tex. 
97 oct. prem 14 95-16.25 
90 oct. reg 12.2-12.75 
Jacksonville, Fla. 
97 oct. prem 
90 oct. reg 
Miami, Fla. 

97 oct. prem. 
90 oct. reg 
Minneapolis 

98 oct. prem 

RY oct. reg 


Mobile, Ala. 

47 oct, prem 

90 oct. reg 

New Orleans, La. 
07 oct. prem 

90 oct. reg 

Norfolk, Va. 

{8 oct, prem 

6 oct, prem. 

92 oct. reg 

90 oct. reg 
Pensacola, Fla. 

97 oct. prem 

0 oct. reg 
Philadelphia, Pa 

98 oot. prem 17.3 
92 oct. reg 14 
Port Everglades, Fla. 
97 oct. prem 14 
90 oct. reg 12 
Savannah, Ga. 

97 oct. prem 

95 oct. prem 

00 oct. reg 

87 oct, reg 

Tampa, Fla. 

7 oct. prem 

10 oct. reg 
Wilmington, N.C. 
97 oct. prem 

05 oct. prem 

0 oct. reg 

87 oct. reg 

Okla. (Okla. Shpt. 
#8 oct. prem 

SY oct. reg 

Okla. Group 3 (Nor 
YS oct, prem 

SU oct, reg 
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N. Tex. (Tex * New PM ~~ 
97 oct. prem ‘ 

95 oct. prem 

KN oct. reg 

86 oct. reg 

84 oct. reg 

W. Texas (Tex. & 

97 oct. prem 

95 oct. prem 

RR oct. reg. 

86 oct. reg 

84 oct. reg 

E. Texas (Truck transyo' 

97 oct. prem. 

R8 oct. reg 

86 oct. reg 

4 oct. reg 

Cent. W. Tex. (Tru 

97 oct. prem 

95 oct. prem 

RR oct. reg 

86 oct. reg 

84 oct. reg 

60 oct. M & be- 

low 3.25 

Ark. (For shot. to Ark. & La.) 

98 oct. prem. 12.75 

95 oct. reg 12 25 

86 oct. reg. 11.25 

84 oct. reg... 11 

Kans. (For Kans. destinations only) 
£8 oct. prem 15A-15 375A 

RY oct. reg 12 254-12 5A 
86 oct. reg 11 

60 oct. M & be 

low 10.75-11.2 
Western Penna.—Bradford-Warren 
94 oct, prem. 14.75 

88 oct. reg. 13.5 

Oil City 

94 oct. prem. 14.75-15.5 

88 oct. reg 13,25-13.75 
Pittsburgh 

94 oct. prem. 15.4 

88 oct. reg 13.65 
Ohle—Quotations by Sohlo for 
delivery to Ohio points 

90 oct. reg. 14.3 

Central Michigan 

100 oct. prem 16.75 

98 oct. prem 16 

92 oct. reg 13. 75A 
Callfornia—Los Angeles District 
Rack: 

98 oct. prem 3 ‘7 
94 oct. prem 2f 5 6 
KR oct. reg Hy 5 6 
4 oct. reg f +6 


Tank Car: 

98 oct, prem 

94 oct. prem 

RR oct. reg 

84 oct. reg 

Tank Truck (400 gal. 
96 oct. prem 20.6 
94 oct. reg 17.4 
San Francisco District 
Tank Truck (400 gal. or more) 
96 oct. prem. 21.1 
94 oct. reg. 17.9 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero.. .8 625-8 875 
No. 2 fuel 8 125-10 25 
53-57 d.i. gas oil. .& 5-10 625 
48-52 d.i. gas oil 8 375 10.5 
43-47 d.i. gas oil i 7 
Bunker C fuel 
Bunker C fuel 
max. 1% sulf 
Albany, N. Y. 
Kerosine, No. 1. 
No, 2 fuel 
Diesel oil, shore 
lants 
o. 4 fuel 
No. 6 fuel, no 
sulf. guar. 
Baltimore, Md. 
Kerosine, No. 1 
do barges 
No. 2 fuel 
do barges 
Diesel oil, shore 
plants 
No. 4 fuel 
do barges 
No. 5 fuel 
do barges 


No. 6 fuel, no 

sulf. guar........$2.68 
do barges . 82.65 

Light Diesel, 

bunkers... $3.93 

Heavy Diesel, 

bunkers. .... $3.90 

Bunker C, 

bunkers ; $2 65 


Baton Rouge, La. 

Kerosine, No. 1...9.6 

No. 2 fuel -.9.2 

Diesel oil, shore 

plants 9.5 

No. 5 fuel $2.80 

No. 6 fuel, no 

sulf. guar. $2.38 
do barges $2.35 

Light Diesel, 

bunkers $3.85 

Heavy Diesel 

bunkers $3.64 

sunker C, 

bunkers, . $2.35 


Boston, Mass. 
Kerosine, No. 1...9.9 
No. 2 fuel, 9.4 
Diesel oil, shore 

plants 9.8 
No. 5 fuel $3.47 
No. 6 fuel, no 

sulf. guar. 2.74 
do barges $2. 66 
Light Diesel, 

bunkers »+--93.97 
Bunker C, 

bunkers $2.66 


Buffalo, N. Y. 

Kerosine (a).....1 

Diesel fuel (a) 1 

No. 2 fuel (a) i 

No. 5 fuel.. 9 05 

No. 6 fuel 8 85 

(a) Prices of some sellers to bulk com- 
mercial consumers are 0.15¢ higher 


1.1! 
Lu 
).7! 


Charleston, S. C. 

Kerosine, No. 1...10 

No. 2 fuel. ... 9.7 

Diesel oil, shore 

plants  F 

No. 5 fuel $3.07 

No. 6 fuel, no 

sulf. guar $2.65 
do barges $2.62 

Light Diesel, 

bunkers $3.96 

Bunker C, 

bunkers $2.62 


Chicago, III. 

Range oil, No. 1..9.75-11.4 
No. 2 fuel 9-10.3 
No. 5 fuel, low 

sulfur 

No. 5 fuel, high 

sulfur 

No. 6 fuel, low 

sulfur 

No. 6 fuel, high 

sulfur 


Cleveland, Ohio 

No. 5 fuel 9° 
No. 6 fuel 8.5° 
* Delivered Cleveland 


Corpus Christi, Tex. 
No. 6 fuel, no 
sulf. guar .. 82.38 
do barges $2.35-8.15 
Bunker C, 
bunkers $2.35 


Detroit, Mich. 

Diesel oil 11.85 

No. 1 fuel 11.85 

No. 2 fuel 10 85 
No. 5 fuel 8 35 
No. 6 fuel 7.85 


Houston, Tex. 
Kerosine, No. 1...9 
do barges 9 
No. 2 fuel 9.f 
do barges 9, 25 
Diese} oil, shore 
plants 9. 625-10.75 
No. 6 fuel, no 
sulf. guar ...-$2.38-2.5 
do barges 2.35 
Light Diesel, 
bunkers $3.90-4 06 
Heavy Diesel 
bunkers. . .. $3.69 
sunker C, 
bunkers $2.: 


Jacksonville, Fla. 

Kerosine, No. 1. 

No. 2 fuel 

Diesel oil, shore 

plants 11.3 

No. 6 fuel, no 

sulf, guar OSA 
do barges 262A 

Light Diesel, 

bunkers. .... 746 


Bunker C, 
bunkers 
Miami, Fla. 
Kerosine, No. 1 
Diesel oil, shore 
plants.... 
No. 6 fuel, no 
sulf. guar... 

do barges. a 
Light Diesel, 
bunkers 
Bunker C, 


Minneapolis/St. Paul, Minn. 
tange oil, No. 1..10 4 ah. 12.8 
No. 2 fuel 9 75A-1 
No. 5 fuei, high 
sulfur. ... 
No. 6 fuel, ‘high 
sulfur 
Mobile, Ala. 
Kerosine, No. 1. 
No. 2 fuel 
Light Diesel, 
bunkers 
New Haven, Conn. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 4 fuel 
No. 6 fuel, no 
sulf. guar. 

do barges 
Light Diesel, 
bunkers 
Bunker C, 
bunkers. 
New Orleans, La. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants... 
No. 5 fuel 
No. 6 fuel, no 
sulf. guar. 

de barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers. as 
Bunker Cc 
bunkers. 


New York Harbor 
Kerosine, No. 1 
do barges 
No. 2 fuel 
do barges 
Diese! oil, shore 
plants....... 9.7 
No. 4 fuel $3.33 -3 57 
do barges $3.20V-3.49 
No. 5 fuel $3.10 
do barges $3.07 
No. 6 fuel, no 
sulf. guar. $2. 60-2.68 
do barges $2.57-2.65 
No. 6. fuel, max. 
1% sulf W 2.78 
do barges 2.67-2 75 
Light Diesel, 
bunkers $3.93 
Heavy Diesel, 
bunkers. ........$3.90 
Bunker C, 
bunkers 


Norfolk, Va. 
Kerosine, No. 1 
No. 2 fuel 
Diese! oil, shore 
plants ‘ 
No. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers... 


Pensacola, Fla. 
Kerosine, No, 1 
No. 2 fuel 
Diesel oil, shore 
plants 


Philadelphia. Pa. 
Kerosine, No. 1. 

do barges 
No. 2 fuel 

do barges 
Diesel oil, shore 
plants. . , 
No. 4 fuel. . 
No. 5 fuel P 
No. 6 fuel, no 
sulf. guar.... 

do barges 
No. 6 fuel, max. 
1% sulf. 

do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers. . . $3.90 
Bunker C, 
bunkers..... 2.57V-2.65 
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Key Crude Oil 


United States 
California 
Wilmington, 31 gravity 
Texas 
West Texas sour, 36 gravity. 
Mid-Continent 
Oklahoma sweet, 36 gravity 
Williston Basin 
North Dakota, 36 gravity 
Pennsylvania 
Bradford, flat 
Canada 
Alberta 
Pembina, tiat 
Venezuela 
Bachaquero heavy, 
Middle East 
Persian Gulf, FOB Ras Tanura 
Arabian, 34 gravity... 


FOB Las 





Prices (As of June 15) 


$3 .23-3.41 
2.94 


2.92-3.07 


Piedras, flat 2.03-2.08 








Port Everglades, Fla. 


Kerosine, No. 1...10.85-11.4 
No. 2 fuel... . 10.6-11.2 
Diesel oil, shore 

~~ 10.6-11.2 


No. 6 fuel, no 
sulf. guar.... $2 63 
do barges $2 my 
Light Diesel, 


bunkers $4.704 
Bunker C, 
bunkers. . .. $2.60 


Portland, Me. 
Kerosine, No. 1... 10 


No. 2 fuel 9.5 

Diesel oil, shore 

plants of 

No. 6 fuel, no 

sulf. guar. $2.74 
do barges 2.66 

Bunker C, 

bunkers. - $2.66 


Providence, R. |. 
Kerosine, No. 1...9.9 


No. 2 fuel 9.4 

Diesel oil, shore 

plants ‘ 9.8 

No. 5 fuel. . . $3.47 

No. 6 fuel, no 

sulf. guar........$2.73 
do barges... ...$2.66 

No. 6 fuel, max. 

1% sulf. $2. 882.96 
do barges $2.31 

Bunker 

bunkers. . $2.66 


Savannah, Ga. 
Kerosine, No. 1...10.65 


) 1 1 » 

No. 2 fuel 10.35-11.3 
Diesel oil, shore 
plants 10.45-11.3 
No. 5 fuel 4.15 
No. 6 fuel, no 
sulf. guar. 2.65 

do barges 2.62 
Light Diesel, 
bunkers. . . $4.746 
Bunker C, 
bunkers.........$2.62 


Tampa, Fla. 
Kerosine, No. 1...10.75-11.3 


No. 2 fuel... ....10.5-11.1 
Diesel oil, shore 
plants 10.5-11.1 
No. 6 fuel, no 
sulf. guar... ..... $2.57 

do barges 2.54 


Light Diesel... ..$4.662 
Bunker C, 


bunkers. .... $2.54 
Toledo, Ohio 

Kerosine 12.15 
Diesel oil 10.9 
No. 1 fuel 11.9 
No. 2 fuel .--10.9 
No. 5 fuel. a 5 
No. 6 fuel. 7.25 


Wilmington, N. C. 
Kerosine, No. 1... 10 


No. 2 fuel.......9.7 

Diesel oil, shore 

plants... ; 9.8 

No. 4 fuel... .. $3.39 

Light Diesel, 

bunkers. ...... $3.96 
Okla. (Okla. shpt.) 

42-44 w.w. 

kerosine 9.625-10. 25 
58 & above d.i. 
Sana 9-10. 125 
No. 1 fuel... 9-9 875 
Si” eer 8.375-9.25 
No. 6 fuel...... $1.35-2.10 
Okla. Group 3 (Northern shpt. 
42-44 w.w. 

keronine..... 9.5-10 

58 & above d.i. 

Diesel P 9-10 
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No. 1 fuel 8 875-9.625 
No. 2 fuel 8. 25-8. 875 
No. 6 fuel... ....$1.20-2.00 

N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. 

kerosine 9.9-11.25 

58 & above d.i 

Diesel 9.9-11.125 
No. 6 fuel $1.40-2 50A 


W. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. 

kerosine 11-11.5 

58 & above d.i 

Diesel 10.75 

No. 1 fuel 10.5-11 

No. 2 fuel 10-10. 25 
No. 6 fuel . $2.60 

E. Tex. (Truck transport lots) 
42-44 w.w 

kerosine 10-10.6 

58 & above d.i 

Diesel 9.5-10.5 
No. 2 fuel 9.75 

No. 6 fuel $1.30-2 0A 
Cent. boa — (Truck transport lots 
42-44 

kerosine ll 

58 & above d.i. 

Diesel 10.75 

No. 6 fuel $2.60 
Kansas (For Kans. destinations only) 
42-44 w.w 


kerosine 9.5- 10.125 


52 & below d.i. 


Diesel 9.2 

58 & above d.i. 

Diesel 9.5 

No. 1 fuel. 9. 254-9. 625 
No. 2 fuel 8.5-9 

No. 5 fuel 1.70 

No. 6 fuel $1.30-1.50V 
Ark. (For shpt. to Ark. & La.) 
42-44 w.w. 
kerosine 10.375 
Tractor fuel ll 

2 & below d.i. 

Diesel 25 


58 & above 
d.i. Diesel. 9.625 


No. 2 fuel 9.25 

No. 4 fuel $2.05 

No. 5 fuel a 

No. 6 fuel. . aos 

Western Penna.—Bradford-Warren 

Kerosine 12-12. 25 

55 cetane Diesel. . 12 

No. 1 fuel 11.75 

No. 2 fuel 11.25-11.5 

36-40 gravity fuel. 10.75-11.25 

Oil City 

Kerosine 12.5-12.7 

50 cetane Diesel. 11.5 

oe 1 fuel 11.75-12.2 
No. 2 fuel 11.5-11.85 

Pittsburgh 

Kerosine 11.418 

50 cetane Diesel. 11. 15-11. 45 

No. 1 fuel 11.4-11 75 

No. 2 fuel. . . 10.9-12 


36-40 gravity fuel. 10.75 
Central Michigan 

Range oil, kero- 

ine 13.4-13. 5 
P. W. distillate... 13.6 

No. 2 fuel 12. 1-12.6 
U. G. I. gas oil... 11 

No. 5 fuel 8.6-8.7 

No. 6 fuel 7. 85-7 .95 
Ohio Quotations for Sohio for delivery 
to Ohio points 


Kerosine - 13.8 

No. 1 fuel. . . 13.6 

No. 2 fuel.......12.6 
California—Los Angeles Dist. 
Rack: 

Stove dist 

PS 100.. 10. 5-12 


TROLEUM NEWS 


Diese! fuel 
PS 200 


10-11. 25 
Light fuel 
PS 300 $3.06 
Heavy fuel 
PS 400 $2.50-2.70 
Tank Car: 
40-43 w.w 
kerosine 15.3 
Stove dist. 
PS 100 10.5-15 
Diesel fuel 
PS 200 10-135 
Light fuel 
PS 300 $5.06 
Heavy fuel 
PS 400 $2.50-2.70 
Tank Truck (400 gal. or more) 
40-43 w.w. 
kerosine 18.8 
Stove dist 
PS 100 15 5 
Diesel fuel 
PS 200 14 
San Francisco Dist. 
Tank Car: 
41-43 w.w. 
kerosine 15.8 
Stove dist 
PS 100 15.5 
Diesel fuel 
PS 200 l4 
Light fuel 
PS 300 $3. 10-3. 28 
Heavy fuel 
PS 400 ‘ $2.75-2.93 
Tank Truck (400 gal. or more 
40-43 w.w. 
kerosine 19.3 
Stove dist. 
PS 100 16 
Diesel fuel 
PS 200 14.5 


Pacific Coast 

Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 

Diesel—PS 200... $4.96 

Bunker C—PS 

400 $2.45 

San Francisco, Calif. 

Diesel—PS 200 5.17 

Bunker C—PS 

400 $2.50 

Seattle, Wash. 

Diesel—PS 200... $5.42 

Bunker C—PS 

400 $2.85 

Mexico 

Ships’ bunkers; US dollars per bbl. o 
159 liters. 


Guaymas 

Diesel $6.45 
Bunker ( $3.55 
Manzanillo 

Diese! $5.73 
Bunker ( $3.55 
Minatitlan 

Diesel $4.27 
Bunker C $2.45 
Salina Cruz 

Diesel $5.73 
Bunker C $2.45 
Tampico 

Diesel $4.27 
Bunker C 2.45 
Vera Cruz 

Bunker ( $2.45 


At most Atlantic Coast points prices of 
some sellers for distillate fuels to bulk 
commercial consumers are 0.15¢ higher 
than prices shown 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated 

FOB Greup 3 

— 26-70 


roe Breckinridge, Tex 
a 26-70 


Producers contract prices, tank cars 
New York 
Harbor 9.3-10 05 %a 
ladelp! 8.8 

oledo 7.5 
moa 4 
Oklahoma 
Group 3 4-5b 
Baton Rouge 1.625 5.625 
hreveport * 
New Orleans 5.625 b 


a) Subject to 0.5¢ gal. allowances 

b) Subject to 1¢ gal. discount 

*) Truck transport posting 9.8¢ gal 
less 0.5¢ gal. discount. 


Lubricating Oils 


Western Penna. 
Viscous Neutrals—No. 3 Col. Vis. at 
70° F. 


200 vis. (180 at 100°) 420 to 425 flash. 
10 p.t. 


15 p.t 23 

25 p.t. 22 

150 vis. (143 at 100°) 400 to 405 flash. 
10 p.t 

15 p.t 21 

25 p.t. 20 


Bright stocks 
145 te 155 vis. at 210, No. 8 Co 


10 p.t. 
15 p.t. 25 
25 p.t. 24 


Cylinder stocks 
600 s.r. filterable.. 15 


650 a.r. 16 
600 flash... .. 17 
630 flash 18 


Mid Centinental 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals 
vis. at 100° 0-10 p.p 

Bright Stock—Conventiona 

200 vis. D 


10-25 p.p 23 
150-160 vis. D 

0-10 p.p 21 
10-25 p.p 20.5 
120 vis. D 

0-10 p.p 20 
Bright Stock—Soivent 
160-160 vis. 


0-10 p.p., 95 v.i...23-24 
Neutral Oils—Conventional— Pale Oils 


60-85 vis. 

No. 2 col. 14.75 
86-110 vis. 

No. 2 col 15 


150 vis. No. 3 col. 16 5 
180 vis. No. 3 col. 16.75 
200 vis. No. 3 col. 17 
250 vis. No. 3 col. 17.5 
280 vis. No. 3 col. 17.75 
300 vis. No. 3 col. 18 


Neutral Oils—Solvents— 95 v.!. 


170-180 vis. 19 25-20. 25 
200-210 vis 19 5-20 5 
300 vis. 20.5-21.5 


Cylinder Stocks 

600 s.r. olive 

green 17.5 

Gulf Coast 

Solvent Refined Oils from Mid-Con 
tinent grade crude: FOB ship at (quill tor 
export. 

Bright Stock, vis. at 210 

150-160 vis. 

0-10 p.t., 95 vi... 24 

Neutral Oils—Vis. at 100; 95 v.i. 0-10 p.t. 


100 vis 20 

200 vis 20 5 
300 vis 215 
500 vis 22.5 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries for 
domestic and/or export shipment 
Pale Oils 
100 vie. No 
14-21% col 
200 vis. No 
2 pu 17 
300 vis. No 
2-3 col 17.5 
500 vis. No 

314 col 18 
7 750 vis No. : 
s~4 col 18.25 


Red Oils 

100 vis. No 

5-6 col 15 5 
200 vis. No. 

5-6 col 17 
$00 vis. No 

5-6 col 17.5 
500 vis. No 

5-6 col 18 
750 via. No 

+6 col 18.25 
1200 vis. } 

5 6 col 18.75 
2000 vis. No. 

5-6 col. 19.25 


Aviation Gasoline 


Gu!f_Coast Cargoes 
irade 115/145 
Grade 110/130 
irade 91/96 
Houston, Tex. 
Grade 100/130 
Continued on next page) 





REFINERY AND TERMINAL PRICES 





















































(Continued) 


New Orleans, La. 
Grade 100/130 


Grade 80 

New York, N. Y. 

Grade 100/130. . .20.05 
Grade 91/96.....18.65 
Grade 80 


New York Domestic Lily white 
124-30 white 
crude scale... . 
Fully refined 
ere 9.05 
135-145.........9.05 
149-151.........10.55 


New York Export 
124-30 white 


Soft yellow 
8.6 
Amber 
Red... 


Light amber..... 


625-775 
75-6. 875 
75-6. 875 


5. 5-6. 635 
6.375 


Jet Fuel 


New York Harbor 
V. M. & P. 
naphtha... 
Mineral spirits. . . 
Philadelphia, Pa. 
V.M.& P. 
Minera! spirits. . . 


Providence, R. |. 
Mineral spirits. . . 


Gulf Coast Cargoe 
Grade JP-4..... 


Naphthas & 
Solvents 


Baltimore, Md. 
Mineral spirite 
Boston, Mass. 
V.M. & P. 
naphtha. . vs 
Mineral spirits. . 


FOB Group 3 
Stoddard solvent. 1 
Cleaners naphtha. 1: 
V.M. & P. 
naphtha 13 
Mineral spirits. . . 12 
Rubber solvent... 13 
Lacquer diluent. . 14 
Benzol diluent. . . 15 


crude scale 
Fully refined 
123-133 


135-145 


3.375 
875 


Paraffin Wax 


Western Penna. (t.c. in bulk) 
124-6 AMP white 

crude scale 

Atlantic Seaboard 


Melting points are AMP, 3° higher than 
EMP. Prices for carload lots. Domestic 
prices FOB refinery; scale in bags or bbls.; 
fully refined, slabs loose. Export prices 
FAS; scale in bags or bbls; fully refined 
in bags or cartons, 


875 

875 

875 
125-14.375 
Petrolatums a 
Western Penna. 

Bbis.; carloads; tank cars, 2.25¢ less. 
Snow white......8.625 

Soft white.......8.25 


Western Penna. 
Oil City: 
Stoddard solvent. 


Pittsburgh: 
Stoddard solvent 


17.5 
18 


19.5 
18.5 18 








Tank Wagon Prices NPN Gasoline Index 


June 15... 
Month ago 
Year ago 











Dealer T.W. Tank Car 
(cents per gal.) 

16.31 12.65 
16.39 12.58 

Yr 16.84 13.37 
Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 
lank car index is weighted average of following wholesale markets for regu- 

lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 

Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 

sonville, Boston, and Gulf Coast. 


Prices for gasoline do not include taxes; they do however, include inspection fees, 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate 
column include 3¢ federal and state taxes; also city and county taxes as indicated in 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where 
levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices 
in effect June 15, 1958, as posted by principal marketing companies at their headquar- 
ters’ offices, but subject to later correction. 


Socony Mobil 











Mobifuel 
Diesel 
Ww. 


Mobilheat 
*(No. 2 Fuel 
ard 


a Gasoline 
(Regular) 

° Cons. Gasoline *Mobil Kerosine 
T.W. Yard vi 
New York City 

Manhattan 

Bronx 


16 
16 
16, 


Richmond 
Mt. Vernon, N. Y. 
Albany 
Binghamton..... 
Buffalo 
Jamestown...".... mee 
Plattaburg............ 
Rochester 
Ns ns 000 pbee oe 
a Conn....... 
Danbury 
Hartford 
New Haven 
Bangor, Me... 
Portland 
Boston, Mass.......... 
Concord, N. H, 


14 
14 
14 
14.% 
14 
14 


5.8 
5.8 
5.8 
5.8 

8 
5.9 
5.9 


CSAwDeaoona 


2h DD CO 


ONE gg nd sss 


coco. 
CO C 


= 


a 


“Is ww. w- © 


-_2onc 
or 


Manchester........... 
Portsmouth. .......... 
Providence, R. I........ 
Burlington, Vt......... 
PC ° pane 17 
*Com. cons. t.c. prices 0.15¢ higher. 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. 
Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All"points, t.w. less 0.5¢ for deliveries 


HARTOL 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. 
PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


AQD p LIDS + - — 
COS CHR EPOCOCHAPOOSCOC SSS SOwwww 


9.9 cee 
11.7 11.3 
‘ 11, 


11.7 
11.9 


xnoceas 


prices FOB bulk terminals. 


Paragon 


NON 





adaitiv 
Petroleur rs 
PATENT CHEMICALS, 


NCORPOWAT 


GASOLINE 


30 E. 40 St.. N.Y.C EV 8-4100 Paterson 4, New Jersey 





Marketer of Petroleum Products Maine to South Carolina 


NEW ENGLAND PETROLEUM CORPORATION 


New York 


630 FIFTH AVENUE, 
NEW YORK 20,N.Y. 


Besten 
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Atlantic Refining Imperial Oil pa yon bond} i gal; to arrive at price per U.S. 


Esso Furnace 
oil 





ae — (Regular ) ae my Esso Gasoline 
j c ; (Regular) 3asoline Kerosine (No. 2 Fuel) 
: ; T.W. T.W. Taxes T.W. T.W. Dir. T.W. Taxes T.W 
Puliadeiphie, ee 15.2 15.7 8.0 14.05 13.4 St. John’s, Nfld. 23.2 17.0 47 17.7 
BO 5 os'b'e slda's.s 15.4 15.9 8.0 14.45 13.8 2°93 . 237 BT 
Allentown.............. 15.5 16.0 8.0 14.45 13.8 St deta, NB. 3 ae  ¥ as 
Harrisburg.............. 15.5 16.0 8.0 14.45 13.8 rr , 92°0 r 96 4 3 
Wilkes-Barre 15.6 16.1 8.0 14.75 14.1 eats gy ~ ali ip a 2 th 
NECS-Dalre....... ecee ‘ fe § 5 73 
Williamsport............ 15.6 16.1 8.0 14.75 14.1 iq ss +p 5 1 we 
Pittsburgh... we 16.4 8.0 15.0 14.15 Hamilton. Ont. +8 13:0 25 i7 6 
Ble ee dae OR innipes, Man. 33.8 a a 
Greensburg............. 15.9 16.4 8.0 15.0 14.15 aa 2 : +. - 9 7 ' 
Wilmi , 52 57 “ > See ror - 7 & _ 
eee 7 | a us mo en 
New Haven....... eee 76° 15.9 9.0 13.6 Coleary, Alte. 21.1 rp is ae 
Boston, Mass. .. 15.4 15.9 8.5 : Fee ae a ae 354 71 
Springfield.............. 15 4 16.4 8.5 ee 14.5 ancoaver i. 4 -~_ mS ies ah 
Providence, R. I... 30 oe 15.9 90 13.6 Taxes: Gasoline taxes are provincial taxes 
Camden, N.J........... 14.2 15.7 7.0 136 13.1 Notes: Premium-grade t.w.—Nfld., N.S., P.E.1., N.B., Que., 5.0¢ above regular; Ont 
Newark oo. ae 15.7 70 13 6 13.1 Man., Sask., Alta., B.C., 4.5¢ above regular 
ph Ei 15.9 16.4 7.0 14.2 13.4 
Binghamton........ 16.3 16.8 7.0 14.9 14.2 
Buffalo HEE ceetepae’ SaOe 16.4 7.0 15.4 15.0 | di S 
Himira....... 5 ; 16.3 16.8 7.0 15.2 14.5 t 
Rochester........ ° er 8 16.6 7.0 14.9 14.3 n lana an ar 
Syracuse..... Si 17.0 70 ; Established tank wagon prices are shown below. Some temporary prices may be in effect 
Watertown eee 5 17.6 7.0 16.8 15.4 in one or more localities. 
Baltimore, Md. - 15.3 15.8 9.0 13.2 Red Crown Gasoline Standard 
Richmond, Va........... 14.9 16.4 9.0 13.6 (Regular) Furnace Oil 
Charlotte, N.C... ree 16.1 10.0 14.6 13.9 Dir. Cons. Gasoline Kerosine 1-99 100 gal 
Jacksonville, Fla......... 9.4 10.0 ot eae T.W. T.W, Taxes TW. gal & over 
| a Re eee 11.4 15.9 10.0 oa Chicago, Ill 16.6 18 6 8.0 7.1 15.1 a) 
Heavy Fuels South Bend, Ind 16.9 18.4 9.0 18 6 16.3 15 3 
Philadelphis No. 5 No. 6 Detroit, Mich 7.5 19.0 9.0 18 3 16.6 15 6 (t 
made:phia ° eve 97 o 788 Mpls.-St. Paul, Minn. 18 7 8.0 17.9 16.5 a) 
9.79 7.88 Des Moines, lowa 17.5 9.0 175 15.4 14.4 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna., add 1¢ gal St. Louis, Mo “ 77 7.5 li 5 15 4 14.4 
for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 100-299 Wichita, Kansas 15.6 17.6 5.9 1s.9 13.6 12.6 
gal, 2¢ for under 100 gal. Omaha, Nebr 17 5 10.0 17.7 14.8 13.8 
Fargo, N. D. 17.6 191 9.0 18.9 16.2 15.2 
Huron, 8. D ; 19.3 9.0 18.8 16 6 15 f 
Milwaukee, Wis... . 17.0 18.5 9.0 18.0 16 0 (a 


(a) See below for prices on larger quantities. (b) 15.4 for 750 gal & over 


Standard Furnace Oil Stanolex Fuel A Stanolex Fuel C 
100-399 400 gal 1-749 750 gal 1-749 750 gal 
gal & over gal & over gal & over 
Esso Standard Chicago 14.1 13.6 10.8 10.05 9.5 8 75 
~~ a Standard Furnace Oil 
(Regular) Kerosine & f 
Dir. Cons. Gasoline No.1 Fuel No. 2 Fuel =" — be - ae o 
T.W T.W Taxes T.w T.W Mole.-S Ww * rey prin 
’ ole WV. -W. Mpls.-St. Paul 15.5 14.8 
a si ity, N. J. 14.2 15.7 7.0 13.6° 13.1 Milwaukee 15.0 145 
noone 14.2 15.7 7.0 13. 6° 13.1 Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace 
Baltimore, Md. 7 : a : ; 13.3 a uae - lude 7¢ state tax. State sales, occupation, consumer & use taxes to be adde 
, . Ay ‘ a's where applicabie 
Deeniaston. D. ; 14 ° = ; ; ; 14.9 os 4 Discounts: Red Crown c.t.w. prices at some points subject to varying diseounts f 
Petersburg 15.9 16.4 90 142 135 quantity deliveries 
Norfolk 14.9 15.4 9.0 14.0 12.9 
a an a dard of Cal. Seukeurwratiee: 
Charleston, W. Va 15.9 16.4 9.0 14.6° tan ara 0 al. ee Se See a Sey Ger ee en, ee 
Fairmont 16.8 17.3 9.0 156° ne a Ee ee 
Parkersburg 15.9 16.4 9.0 15.1* Standard 
Wheeling 16.1 16.6 9.0 14.9* Chevron 
Charlotte, N. C 15.6 16.1 10.0 14.6 13.9 Chevron Gasoline Diesel Furnace Stove 
Hickory 15.7 16.2 10.0 14.8 14.2 ; (Regular) Taxes Kerosine Fuel Oil Oil 
Mt. Airy 15.7 16 2 10 0 151° 144 San Francisco, Calif 17.9 9.0 19.3 14.5 14.5 16.0 
Raleigh 15.9 16.4 10.0 15.0 144 Los Angeles 17.4 9.0 18.8 14.0 14.0 15.5 
Salisbury 15 6 16.1 10 0 14.6 13 9 Fresno 19.0 9.0 21.3 15.3 15.3 16.8 
Charleston, 8. C, 15.4 15.9 10.0 12.9 Phoenix, Ariz 19.1 5.0 22.2 16.4 16.4 19.4 
Columbia 16.4 16.9 10.0 14.7 teno, Nev 20.3 9.0 21.9 17.0 
Spartanburg 15.5 16.0 10.0 13 6 Portland, Ore 18.5 9.0 21.3 14.5 
New Orleans, La 13.9 14.4 10.0 12.9° Seattle, Wash 18.6 9.5 21.3 14.6 
Baton Rouge 14.9 15.4 10.0 12.7° Spokane 20.5 9.5 24.1 16.5 
Alexandria 15.9 16.4 10.0 13. 8* Tacoma 18.6 9.5 21.3 14.6 
Lake Charles 14.9 15.4 10.0 12.6* Boise, Idaho 20.2 9.0 31.1 16.3 16.3 7.5 
Shreveport. 15.9 16.4 10.0 14.7* Salt Lake City, Utah 18.7 9.0 20.2 15.0 13.5° 15.5 
New Iberia 15.9 16.2 10.0 131° Honolulu, T H. 19.0 11.5 20.4 15 15.3 
Knoxville, Tenn. 15.1 16.1 10.0 15.0* ra Fairbanks, Alaska... 30.1 8.0 7.4 
Memphis 13.9 14.9 10.0 14.7° Juneau 20.2 9.0 29.3 
Chattanooga 14.9 15.9 10.0 149° ’ *Standard No. 2 Burner Oil 
Nashville 14.9 15.9 10.0 15 0* : Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; all T.T. prices are ex 
Little Rock, Ark 15.4 16 4 5 15 4* . Hawaiian gross income tax of 1% to resellers, 2.59% to consumer 
SDiiiia sano fx beierabaa onie Notes: For other deliveries— ; 
ices apply lor Kerosine only Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-499 
Heavy Fuels gal. except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; lor 
No. 4 Fuel No. 6 Fuel le ~ _ 40 a add 5¢ gal, ex ep at ay: add 5¢ for less than 40 gal to marine trace 
as be and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 5.5¢ 
Hacc Md. " ot " rp highes than Chevron (regular) for quantity delivered at points above except Salt Luke 
Washington, D. C. 1,050 gal minimum 4 58 3.46 , om Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 ga 
Taxes: Louisiana kerosine prices do not include l¢ state tax for 200-399 gal; tank car/truck trailer, deduct 3.5¢ 
Note: Kerosine/No. 1—Atlantic City prices are for deliveries of 300 gal or more Diesel, furnace & stove oila—Add to 400-gal-and-over price 5¢ for less than 40 gal, I¢ 
add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 2.5¢ above for 40-199 gal, 0.5¢ for 200-399 ga 
regular. Continued on next page 
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fo Figure use our FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. [FREE Description on Request | 


DEGREE DAY SYSTEMS 39-30Nn 58th st. WOODSIDE 77, N. Y. TWining 8-6666 
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Ohio Standard 


Sohio X-Tane Gasoline 
(Regular Grade) 
Consumer 
Resellers T.W. 
16.1 
15 
14 
16 
16 
16 
16 
16 
16 
16 
15 


Akron 
Canton 
Cincinnati 
Cleveland 
Columbus 
Dayton 
Lima 
Mansfield 
Marion 
Portemouth, 
Toledo 
Youngstown 16 
Zanesville 16 


9 


20.9 


Gasoline Kerosine 
Taxes T.W.* 


0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 


GO GO om GO Gb OO OO OS GO GO GO GO 
2 OD hm GS OS OD Go OD 


C2 GO me Co 


Continental Oil 


N.B. Prices are Continental's tank 
wagon prices. Current selling prices may 
vary from those shown because of local 
conditions). 
Conoco 
Gasoline Gaso- Kero- 
T.W. line sine 
(Regular) Taxes T.W 
Denver, Colo. 17.5 9.0 17.7 
Grand June- 
tion 20.4 
18.4 
Casper, Wyo. 3 7 
18.7 


Pueblo 


Cheyenne 
Billings, Mont. 


Discounts: Salt Lake & Twin Falls 
gasoline prices apply for deliveries of lew 
than 200 gal; 200-399 gal, deduct 0.5¢. 
400 gal & over, deduct 1¢. 


Notes: Premium-grade t.w. prices 3.5¢ 
above regular, except Utah & Ida 
premium grade 3.0¢. 

*Prices apply to dealers and consumers 
except Oklahoma points where consumer 
price is 1¢ higher. 


Texas Company 


Fire Chief 
Gasoline 
(Regular) Gaso- Kerosine 
Dealer line Dealer 
T.W. Taxes T.W. 


Notes: Kerosine, Nos. 1 & 2 Fuels—-Prices are for 100 gal or more; for 50-99 gal, add 
I¢; 1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & 8.8. 4¢ above regular, re- 
sellers 3.5¢ above regular. S.S. prices are at company-operated stations 


Humble Oil 


Gasoline 
(Regular) Kerosine 
T.W. Ret. Taxes T.W. Ret. 


154 209 8.0 143 18.5 


15.4 8.0 14.3 
15.4 8.0 14.3 
16.5 14.3 
16.5 14.3 
16.5 14.3 
18.6 15 2 
16.4 14.3 
15.4 14.3 
16.4 14.3 
15.4 14.3 
San Antonio. 15.4 14.3 
Port Arthur... 16.2 8.0 14.3 

Notes: T.W. prices are for min. 50-gal 
deliveries; they apply to dealers & con 
sumers. Premium-grade t.w. prices 3.5¢ 
above regular, except El Paso, 2.7¢ 
higher 


Butte 
Great Falls 


Dallas, Tex. 
Ft. Worth 
Wichita Falls. 
Amarillo 
Tyler.... 

El Paso. . 
San Angelo 
Waco 

Austin 
Houston 





Helena 

Salt Lake City, 
Utah 

Kentucky Standard tix! 
Crown Gaso- Kero- 
Gasoline line sine 
T.W. Taxes T.W. 


16.9 9.5 


Albuquerque, 
N.M 


Texas 
Dallas 
Fort 

Worth. 15.4 
Houston, .15.4 
San 

Antoniol5.4 209 80 14.3 18.5 

Notes: 'T.W. prices are to all classes of 
dealers & consumers. Esso Extra t.w. 
prices 2.5¢ above regular; Golden Esso 
Extra 2.5¢ above Esso Extra to contract 
dealers only 


17 
18 .¢ 


Atlanta, Ga.. nannige 

Birmingham, 
Ala.... 

Jackson, Miss. 

Jacksonville, 
‘| 


Santa Fe 

Muskogee, 
Okla 

Oklahoma 
City 


14.3 
14.3 


14.8 
17.0 


11.0 
10.0 


20.9 
20.9 


8.0 
8.0 


18.5 
18.6 16.05* 
S...6 16.6 10.0 
Louisville, Ky. 16.7 10.0 
Taxes: Birmingham gasoline taxes in 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢; 
Mississippi, 0.5¢. 


16.3 
15.5 


05* 


05* 


16 
16 

Taxes: Gasoline taxes include these 
city taxes; Albuquerque & Roswell, 0.5¢; 
Santa Fe, Cheyenne & Casper, 1¢. 


Tulsa 





Gasoline Markets 








by States, January 1958 


Gasoline Consumption 


American Petroleum Institute Figures 


Month of 


Alabama 
Arizona 
Arkansas 
California 
Colorado 


Connecticut 
Delaware 

District of Columbia 
Florida 

(Creorgia 


Idaho 
Illinois 
Indiana 
lowa 
Kansas 


Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 


Michigan 
Minnesota 
Mississippi 
Missouri 
Montana 


Nebraska 
Nevada 

New Hampshire 
New Jersey 
New Mexico 


New York 
North Carolina 
North Dakota 
Ohio 
Oklahoma 


Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 


lennessee 
Texas 
Utah 
Vermont 
Virginia 


160 


Tax Rate} 
January 
Cents 


as 


oo - 


i) 


December, 1957 
Gallons 
77,160,000 75 

,673,000 38 
045,000 44 
5,793,000 
170,000 


316, 

104, 
, 767,000 
5,416,000 
, 602,000 


O00 


7,460, 
35, 099 
526, 
249 
129, 


000 
000 
000 
000 
000 
000 66 
72,000 


, 000 
, 000 


000 
,000 
, 000 
,000 
3,000 


85 


122 
19 
,419,000 38 
, 386,000 
797 ,000 
050 , 000 
036,000 


, 760,000 
735,000 

894,000 
, 721,000 


, 832,000 
473,000 
714,000 
, 689 000 

$3,843,000 


523,000 
5, 405 , 000 
3,515,000 

, 188,000 

O84 , 000 


NATIONAL 


January 1958 
Gallons 


450, 
49, 


56, 
000 14, 

7,076,000 
155, 
98, 
16, 
220, 
129, 
73, 


3, 


74, 
000 21, 
65, 
102, 
199, 


49, 


13'893,000 
2'034 000 


2,175,000 
5,906,000 


5,633,000 


3,993,000 


5,419,000 
3,828,000 


5,481,000 


January 1957 
Gallons 
72,166,000 
35,028,000 
41,406,000 

426 , 463 ,000 
47,894,000 


, 334, 000 
,579 ,000 
840,000 
949 000 
149,000 


55,653,000 
11,979,000 
16,405,000 
145,440,000 
96,630,000 


318,000 
440,000 


093 ,000 
648, 000 


16,689, 000 
218,907,000 
132,566,000 

78,986 ,000 

80,760, 000 


903 ,000 
647,000 
762,000 
637 ,000 
801,000 


65, 396,000 
71,724,000 
23,025,000 
64,130,000 
100,635,000 


, 994,000 
318,000 
543,000 
795,000 
872,000 


202 , 484,000 
86,210,000 
54,052,000 
121,500,000 
19,920,000 


931,000 
,695 , 000 
942,000 
417,000 
050 , 000 


39,841,000 
8,492,000 
14,778,000 
142.883 , 000 
34,478,000 


824,000 
, 168 ,000 


040, 000 


297 ,751,000 
107 ,608 , 000 
16,175,000 
237 ,592 ,000 


786,000 


868, 000 
(a) 


44,632,000 
233,330,000 
18,461,000 
53,561,000 
20,271,000 


, 827 ,000 
994,000 


, 758,000 


86,542,000 
352, 293,000 
24,037,000 
% 892,000 
93 ,853 ,000 


, 443,000 


, 653,000 
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American Petroleum Institute Figures 


Tax Rate} 
January December, 1957 
Cents Gallons 
Washington... 6! 72,958 , 000 
West Virginia 6 41,528,000 
Wisconsin 6 93 076,000 
Wyoming 5 11,182,000 
Totxl 47 States and District of Columbia 4,547, 436,000 
Daily Average 146,691,000 
Change from previous year 
otal Change 
Percentage change in Daily Average 
+These are State tax rates per gallon. In addition there is the Federal Tax of three cents (3¢) per gallor 


*CGasoline tax decreased one cent (1¢) Jan. 1, 1958 
(r)Revised 
(a) Not available at time of publicatior 


Cleveland, Ohio 
Cincinnati, Ohio 
Indianapolis, Ind 
Chicago, Il! 
Detroit, Mich 


Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes 
in 55 representative U. 8. cities on June 1, 1958 as compiled by National Petroleum 


News are shown below. Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease ; 
as compared with May 1, 1958. Tax col. indicates only motor fuel taxes levied as such sang, y+ ‘ 
Service Tax Service | bowl \ D a 
Dir. T.W. Station incl. 3¢ Station Huroa. 8. D 
ex tax) (ex tax) federal incl. tax Omaha. Neb 
Average U. 3. d-16 07 d-21.43 i- 8.92 d-30.35 Des Moines, la 
Portland, Me. d-14.90 d-18 90 10.00 d-28 90 St. Louis, Mo 
Manchester, N. HH d-15.40 d-19 90 9.00 d-28 90 Wichita, Kans 
Burlington, Vt 17.60 24.40 9 50 33.90 lulsa, Okla 
Boston, Mass. 15.40 20.40 8 50 28 90 Little Rock, Ark 
Providence, R. | d-14 90 d-18 90 i-9 00 i-27 .90 New Orleans, La 
Hartford, Conn d-14 40 d-17.90 9 00 d-26 90 Dallas, Tex 
Buffalo, N. Y 15 90 i-23 70 7.00 i-30.76 Houston, Tex 
New York, N. Y. 15.80 i-25 00 7.00 i-32_00 Ii] Paso, Tex 
Newark, N. J d-14 20 d-18 90 7 00 d-25 90 Albuquerque, N. M 
Philadelphia, Pa 15.20 19.90 & OO 27.90 Denver, Colo 
Wilmington, Del 15 70 19.90 8 O00 27.90 Cheyenne, Wy 
Baltimore, Md 15.30 20 90 9 00 29.90 Great Falls, Mont 
Washington, D. C 15.80 20.90 9 00 29 90 Boise, Idaho 
Charleston, W. Va 15.90 d-20.90 9 00 d-29 90 Salt Lake City, Utal 
Norfolk, Va d-14.40 d-18 90 9 00 d-27 90 Reno, Nev 
Charlotte, N.C 1-15.15 1-19.90 10. 00 29.90 Phoenix, Ar 
Charleston, 5. C 15.40 21.90 10 00 31.90 Los Angeles, Calif 
Atlanta, Ga 16.90 22 40 9 50 31.90 San Frar Calif 
Jacksonville, Fla 9 40 13.90 10 00 23.90 Portland, Ore 
Birmingham, Ala 15.90 20.90 11.00 31 90°* Seattle, Wash 
Jackson, Miss. 17 00 22 00 10 00 2 00 Spokane, Wash 
Memphis, Tenn d-11 90 d-15.90 10 00 d-25 90 
Louisville, Ky 11 40 15.90 10 00 25 90 *Includes 0.5¢ tax. **I1 


Month of 
January 1958 January 1957 
Gallons Gallons 


65,541,000 
40,397,008 
65,541,000 
10,371 000 


73,618,000 
46 428,000 
92 ,067 ,000 
10,692,000 


4,358 561,000 1. 328,655,000 
140,599 , 000 139 654,000 


+29, 908 000 


+0 699, 
16.10 20 90 & OO 28 OO 
14.40 18 90 8 00 26 90 
i-11 50 i-15 90 9 00 24 00 
16 60 23 10 & 00 1 10 
d-10.30 d-15 90 9 00 d-24 00 
17.00 23.10 9 00 > Ww 
i-15 50 20.90 & OO 28 OO 
1-17 50 d-23.10 9 00 d-32 10 
17.20 22 00 9 00 1 ow 
16 40 21.90 10 00 31 00 
15 70 20 90 9 00 29 90 
16 20 21.40 7 50 yg arr? 
15 60 21 00 & 00 4 OO 
15.30 i-21 40 9 50 0 90 
15.40 2”) 40 0 50 9 OO 
d-13 90 1, 90 10 00 27 oe 
15.40 20 90 & OO x OO) 
15 40 ) OO & 00 swg 
1k 60 26 00 x OO 1 oo 
1k 90 25 40 450 100 
17 5O 0 4 OO > Oo) 
Is 50 25 50 9 00 1 50** 
19 40 26 40 9 00 5 4 
20 20 +0 1 OO 10 
1s 70 ”) +00 2 40 
20 30 27 4 OO i SO 
14 10 24 00 sO 2» oO 
17 40 1k 00 0 00 7 00 
7 40 OO 0 OO 100 
Is 50 24 00 4 00 i 00 
1s 60 21.40 0 iO 1 oO 
20 SO 26 40 4 5O 5 oO 
ta | ¢ ty tax 


















IT FITS | SNUGLY 
Superior 


Specifications 


NOZZLE 


CYLINDER 
Bmok a, @ 


Fine Lubricating Qualities 
For Greases and Fluid Lubricants 


KERR—McGEE OIL INDUSTRIES, INC. 


306 N. ROBINSON * OKLAHOMA CITY, OKLA. © PHONE RE 9-0611 


GASOLINE MARKETS 











PLUG 


Prevents Spillage 


For Nozzle Tubes 
from |!/," 
to 154" O.D. 


$1.95 ea. 


Dealer Inquiries 
Solicited 


Trade Mark Registered 
and Patent Pending 


iT] 






RICHFILL NOZZLE PLUG CO. 


S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa. 





%o/ STEEL GASOLINE 
PUMP ISLAND FORMS 


For that new service station or remodeling job. 
. « « Reduce gasoline pump installation costs . . . 
Saves concrete 
suction pipe, electrical, water or air connections. 


Plenty of room to make 


No Chipping or Cracking 


Stays Neat and Attractive for Years 


WRITE FOR INFORMATION OR PRICES 


W. B. GOODE COMPANY 


2915 W. LEIGH ST. * RICHMOND 21, VA. 
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Your 
in 


Butler Transports are designed and 
built to give years of dependable 
service and hundreds of thousands 
of miles of top payload perform- 
ance. But when accidents happen 
or trouble strikes, you can be sure 
of quick, factory-quality repairs at 
any of Butler’s authorized service 
stations. Each station has been 
especially set up for transport re- 
pairs—to get your equipment back 
on the road fast and help you take 
full advantage of the profit-power 
of Butler pay-load engineered units. 





SPECIALIZED WELDING KNOW-HOW-— Shop personnel are 
thoroughly trained in the latest aluminum, steel and 
stainless steel welding techniques . . . the same tech- 
niques Butler uses in fabricating the tanks. Butler’s 
engineering department is ready to offer assistance 
and advice on every job. 


MODERN FACILITIES—Specialized equipment and the 
latest repair facilities insure fast, dependable repairs. 


BUTLER QUALITY STANDARDS—Butler service engineers 
have set the standards that must be met before a repair 
shop is approved. Frequent Butler inspections insure 
that standards are maintained. 


KES FOR FAST, DEPENDABLE TRANSPORT 
REPAIRS, CONSULT THE LISTING 
ON THE OPPOSITE PAGE 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 
954 Sixth Avenue, S.E., Minneapolis 14, Minnesota 
Dept. 30, Room 602, 103 Park Avenue, New York 17, New York 
Dept. 40, 3414 North Harlem Avenue, Chicago 34, IIlinois 


Manufacturers of Equipment for 
Oil Production and Transportation, Farming, Dry Cleaning, 
Outdoor Advertising © Metal Buildings @ Custom Fabrication 


Factories at Kansas City, Mo. * Minneapolis, Minn. 


Galesburg, Ill. * Richmond, Calif. * Birmingham, Ala. 
Houston, Tex. * Burlington, Ont., Canada 
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sign of extra value 
every Butler Transport 


This sign is displayed at 28 strategically located service stations 





which provide specialized, Butler-approved repair facilities 


MOORHEAD x 


MINNEAPOLIS > 


EAST OMAHA yy 


JOLIET 


WEST SPRINGFIELD 


TONAWANDA > 


JEFFERSONVILLE 


KANSAS CITY 3% 


ENID +8 


BIRMINGHAM * 


BRISTOL + 


x 


Deg CLEVELAND 
ZIONSVILLE * bg READING 


% RENSSELAER 


X> WEST CHESTER 


ah AVENEL 


X> WILMINGTON 


CHARLOTTE 4X 4 RALEIGH 


EL poRADO 2h 


NEW ORLEANS Ps 


HOUSTON 4% 


CORPUS CHRISTI De 





AVENEL, NEW JERSEY 
(Elizabeth area) 
Rick Brothers 

Route 1 Woodridge Cloverleaf 

WOodridge 8-1266 

BIRMINGHAM, ALABAMA 

Butler Manufacturing Company 
931 Avenue W., Ensley 

STate 5-5181 


BRISTOL, VIRGINIA 
Twin City Welding Company 
413 Sycamore Street 
North 5778 
CHARLESTON, SOUTH CAROLINA 
Southern Truck Company, Inc. 
1808 Meeting Street 


CHARLOTTE, NORTH CAROLINA 
Brown Equipment & Mfg. Co. 
829 South Summit 
FRanklin 6-1672 


CLEVELAND, OHIO 
Ridler Tank & Welding Corp. 
2111 East 40th Street 
EXpress 1-1917 


CORPUS CHRISTI, TEXAS 
Power Equipment Co., Inc. 
2729 Agnes Street 
TUlip 2-9172 


EL DORADO, ARKANSAS 
Dickson’s Welding Company 
1000 W. Hillsboro 
UNion 3-4121 


ENID, OKLAHOMA 
Adams & Brentlinger Welding 
Service 
2666 North Enid Bivd 
ADams 7-3398 


HOUSTON, TEXAS 
Patso Service Company, Inc 
3125 Navigation 
CApitol 3-4296 


JEFFERSONVILLE, INDIANA 
(Louisville, Ky. area 
New Albany Welding 

Works, Inc. 


R.R. 3 
BUtler 2-4329 


CHARLESTON x 


+ PANAMA CITY 


MIAMI y> 





JOLIET, ILLINOIS 
Farrell Manufacturing Company 
804 East Cass Street 
Phone: 7-9234 


KANSAS CITY, MISSOURI 
Butler Manufacturing Company 
7400 East 13th Street 
BEnton 1-7400 


MIAMI, FLORIDA 
Truck & Equipment Service 
1350 N. W. 42nd Avenue 
NEwton 4-0551 


MOORHEAD, MINNESOTA 
Northwest Oil Equipment, inc 
1619 First Avenue North 


MINNEAPOLIS, MINNESOTA 
Butler Manufacturing Company 
900 Sixth Avenue S.E 
Phone: FEderal 3-8111 


NEW ORLEANS, LOUISIANA 

Truck Equipment Company 

2923 Tchoupitoulas Street 
TWinbrook 1-5824 


EAST OMAHA, NEBRASKA 
Transport Repair Service, Inc 
2811 North 22nd Street 
Atlantic 3286 


PANAMA CITY, FLORIDA 
Fleming Bros. Machine Works 
11 Mercer Avenue 
PO 3-2501 


RALEIGH, NORTH CAROLINA 
Alexander & Company 
506 Pershing Road 
TEmple 4-6927 


READING, CINCINNATI, OHIO 

Reilly-Duerr Tank Company 

698 West Columbia Avenue 
POplar 1-1022 


RENSSELAER, NEW YORK 
Muldowney Tank Repair 
Riverside Avenue 
Phone: 5-8196 





There’s a Butler-approved Transport Service Station Near You 


WEST SPRINGFIELD, MASS. 
Brown Equipment & Mfg. Co 
325 Memorial Avenue 
Phone: 6-1849 


TONAWANDA, NEW YORK 
General Oil & Equipment 
Co., Inc 
2800 Kenmore Avenue 
Riverside 2800 


WEST CHESTER, PENNSYLVANIA 
Grab's Tanks, Inc 
King Road Near Highway 100 
OWen 6-6200 


WILMINGTON, N. CAROLINA 
Superior Welding & Fabricating 


Co 
119 Willard Street 
Phone: 3-7619 


ZIONSVILLE, INDIANA 
Indianapolis area 
Atkinson Welding, Inc 
Phone: 42 
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‘“T don’t know who you are. 


I don’t know your company. 

I don’t know your company’s product. 

I don’t know what your company stands for. 
I don’t know your company’s customers. 

I don’t know your company’s record. 

I don’t know your company’s reputation. 


Now—what was it you wanted to sell me?” 


MORAL: Sales start before your salesman calls 


—with business magazine advertising. 


National Petroleum News 
THE MAGAZINE FOR OIL MARKETING MANAGEMENT 


A McGRAW-HILL PUBLICATION ‘8C) 
330 West 42nd Street, New York 36, N.Y. 
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were - ’ _ — . OE ID ads ead te 
gt Lh Bie Meg 


Get in Cod 


Wheaton liquid anit 
precision  —equipme 


OUR liquid handling equipment will TORAGE 
Y q quip 


give you tighter connections... reduce 


vapor loss . . . operate with less mainte- TANK 
nance cost . . . longer life—if it is en- 
EQUIPMENT 
( 





TRUCK 
TANK 
EQUIPMENT 






gineered and manufactured by Wheaton. 
Over 65 years of experience have gone 
into the development—and continuing 
improvement—of Wheaton Fittings. This 
is the basis of Wheaton guality—and the 
reason why so many oil and chemical 
companies standardize on Wheaton. 
Send today for new catalog which de- 
scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you. 












Wheaton 
WATER DRAIN VALVES 






Wheaton 
TRUCK TANK FAUCETS 





TERMINAL 
EQUI PMENT 


Wheaton 
VENT 
VALVES 
























Wheaton 
‘ AUTOMATIC 
TANK GAUGES £ . 
=i Wheaton * 
Wheaton > 
LOADING oe, 


HOSE REEL 
NOZZLES 


ASSEMBLIES 





Wheaton 
GAUGE HATCHES 











Wheaton Se, 
LOADING i 

















VALVES 
Wheaton wis Es Wheaton 
= or. od 4 
Wheaton “ TRUCK TANK - —S y Wheaton MID-POINT 
MANIFOLD VALVES VENT VALVES Wheaton EXTERNAL VALVES § THERMOMETERS 








SLIDING TUBES AND SPOUTS 


Wheaton products are manufactured in brass, aluminum, steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


ome » Vheaton 


“sow the best by every standard 
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Dick Knox and fellow Oklahoman (Indian artist Acee Blue Eagle) 


Iconoclast in the Family 


RICHARD (DICK) KNOX, 
young (35) private brander in a 
hurry, wants to be known as a 
“clean” marketer. In Oklahoma he 
has brought about a big change in 
Knox Industries’. gasoline merchan- 
dising (see page 106). 

Second son of founder Charles E. 
Knox, Sr., young Knox represents a 
changing philosopy in private-brand 
gasoline marketing. 

The elder Knox came out of the 
Pennsylvania oil fields in the early 
Twenties to plant his Knox brand in 
the Sooner State. He had oil produc- 
tion and a small refinery. He was an 
integrated, independent marketer— 
and in those days, when they said a 
man was “independent,” they meant 
just that. 

He was price-conscious. Some say 
he always felt he should be the first 


to drop prices and the last to raise 
them. But he was an aggressive mar- 
keter who built a booming business 
to turn over to his two sons. 

Legacy—Charles, Jr., moved out a 
couple of years ago to set up a pri- 
vate-brand company of his own in 
Texas. Dick fell heir to the Oklahoma 
company. 

Both the Knox boys grew up work- 
ing in their dad’s stations, in his oil 
fields, and in his auto supply stores. 
They worked hard and learned the 
business. But somewhere along the 
line, Dick Knox started thinking more 
in terms of merchandising than price. 

“[ don’t want business if I have to 
chisel somebody else out of it,” he 
says. “We are all after more volume 
and profits, of course. But I want 
mine by doing a better merchandising 
job than the next man. 


About Oil People 





“It’s no fun to get more business by 
cutting somebody else’s throat. I like 
to be able to go home at night and 
sleep with a clear conscience.” 

Knox admires his father, and cer- 
tainly doesn’t criticize him for his way 
of marketing. He knows his dad 
came up in the day of rugged indi- 
vidualists, and had to be one himself 
to build Knox Industries. But he also 
thinks times have changed. 

Tough and Tender—Dick Knox is 
a jumbo-sized extrovert who is always 
on the go. He has a_ telephone- 
equipped pink Cadillac and a private 
Cessna plane to jump around to his 
marketing divisions at Enid, Okla 
homa City, and Tulsa, to his various 
stations, and to his oil production. 

In one breath, he talks tough. He 
says a private brander has to watch 
his costs as much as volume: when 
you get in price troubles, you've got 
to lay men off. You can't be sen 
timental or soft-hearted. And he has 
a “$1,000 standing offer to any of 
my men who can put a bullet in a 
hijacker while he’s robbing one of my 
stations.” 

In the next breath, though, Knox 
admits “the hardest thing in the world 
for me to do is fire a man. I'd rather 
take a beating.” He has an employe 
benefits program (life and hospitaliza 
tion insurance) that some private 
branders wouldn't think of carrying 
on their own. 

As for the $1,000 reward, Knox 
gives his men instructions to keep as 
little cash on hand as possible. But if 
they are robbed, they have instruc- 
tions to give the money up without 
squabbling—“I_ certainly don’t want 
my boys hurt over some peanuts 
robbery.” 

Knox is a little touchy about his 
wealth, too, although he doesn’t mind 
telling you he has it or can get it to 
buy, build or expand his business. He 
thinks building stations is too slow for 
a 35-year-old man. He wants to buy 
already-built stations as he pushes for 
bigger and broader operations e 





NEWS NOTES ... 


W. D. Macgill, Jr., New Rivers 
Oils, Inc., Pulaski, was elected presi- 
dent of the Virginia Petroleum Job- 
bers Assn. Re-elected first vice presi- 
dent was Don E. Quarles, Jr., Quar- 
les Petroleum, Inc., Fredericksburg. 
Second vice president is Harry J. 
Parrish, Manassas Ice & Fuel, Man- 
assas. The association also elected 
two new directors: Mrs. M. B. Whit- 
ing, Whiting Oil Co., Clifton Forge, 
and Dexter Hubbard, Hotchkiss Oil 
Co., Fredericksburg. 


Donal M. Sullivan has resigned as 
general counsel and executive secre- 
tary of Independent Oil Men’s Assn. 
of New England. He is now with the 
law firm of Lee & Graham and will 
specialize in legislative matters. Sulli- 
van became executive secretary of the 
oil group in 1951. 

e 

James W. Vickers, vice president of 
Vickers Petroleum Co., Wichita, Kan., 
becomes president of the National In- 
dustrial Basketball League, composed 
of amateur teams sponsored by large 
firms. 
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B. T. Willey, formerly central re 
gion marketing manager at Oklahoma 
City for Continental Oil Co., has been 
named southwestern region manage! 
It's a new 
consolidation of the 
central and southern marketing re 
gions into one southwestern unit 
(NPN—June, p19). Headquarters are 
in Forth Worth. At the same time, 
S. J. Larson, formerly regional mat 
keting manager in Forth Worth, is 
named co-ordinator of marketing or- 
ganization in the home office 


position created by the 
southwestern 


(Continued on next page) 
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Jones: Big ideas for MPA 


BILL JONES is a small-town boy with 
big-city ideas. He’s been applying 
these ideas successfully in his jobber- 
ship, and is applying them now to the 
Missouri Petroleum Assn. as its new 
president. 

Iwo projects he is pushing now are 
aimed at improving the Missouri job- 
ber: 1) The association is promoting 
the establishment of local oil men’s 
clubs throughout the state, reasoning 
that marketers can work out common 
problems better if they know one 
another better; 2) Jones hopes to 
meet with officials of jobber-minded 
supplying companies to urge them to 
encourage their jobbers to join MPA. 

MPA’s Place in the Sun—‘! think 
our standing can be improved nation- 
ally,” says Jones. “MPA has the fifth 
largest association in the country, so 
we should stand out more. 

At 34, William S. Jones, Jr., has a 
record for getting things done. After 
graduation from high school in 1941, 
he went to business school, then 
worked in his father’s jobbership at 
Kennett, Mo., part time until 1947. 
All the records were lost in a fire, so 
in 1947 young Jones started them 
from scratch. In 1951 he took over 
as manager, Since early 1957 when his 
father suffered a heart attack, Jones 
has had full responsibility. 

Expands Retail Operations—Jones 
planned a service station building pro- 
gram so the Jones Airline Oil Co. 
could rely less on farm business and 
more on expanded retail distribution. 
A Socony jobber, Jones does about 
1,500,000 gal. a year in gasoline and 
fuel oil in Duncan county and parts of 
Stoddard and New Madrid counties. 

In 1946 Jones, at the age of 23, 
served as president of the Kennett 
Kiwanis, the youngest president in 
Kiwanis annals. In 1945 he was presi- 
dent of the junior chamber of com- 
merce. The Joneses have a son, Sid- 
ney, 7. Bill’s hobbies are photography 
(Retina and Rollei) and collecting 
fountain pens. 
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George M. Sullivan, general man- 
ager of marketing for Continental Oil 
Co. since 1953, has been elected an 
administrative vice president of the 
company. The same honor went to 
James S. Royds, assistant to the presi- 
dent since 1952. 

* 

W. L. Barr has been named opera- 
tions manager for Oklahoma Oil Co., 
Chicago, Ill. He was manager, mar- 
keting-engineering-construction, for 
Gaseteria, Inc., before Oklahoma 
bought it (NPN—May °58, p78). 

e 

Mary Ball, formerly a distributor 
in Pineville, La., and a director of 
the Louisiana Oil Marketers Assn., is 
now general manager of Alpine Mo- 
tors, Inc., automobile dealers. 





Goodykoontz Butler 


Robert O. Goodykoontz now heads 
the operations of the marketing de- 
partment at Esso Standard Oil Co. 
Assistant general manager since Jan- 
uary 1956, Goodykoontz moves up to 
general manager and assumes the 
functions B. L. Ray had before be- 
coming marketing vice president. 
Goodykoontz reports directly to Ray. 
Reporting to Goodykoontz will be 
the managers of retail sales, indus- 
trial sales and operations (NPN 

March, p193). 

George W. Butler is the new as- 
sistant general manager. He has been 
with Esso 29 years, was named mer- 
chandising manager of the New York 
division in 1946, assistant manager of 
the West Virginia division two years 
later, assistant manager of the New 
Jersey division in 1952, and division 
manager there in 1953. He was 
named manager of the Standard Oil 
Co. (New Jersey) marketing develop- 
ment division in September 1956 and 
has been an assistant coordinator for 
North America and Africa since April 
1957. 

. 

Jack Shaw, wholesale sales super- 
visor for Tidewater Oil Co.’s western 
division, was master of ceremonies for 
the “Baseball Day Luncheon” given by 
the Portland, Ore., chamber of com- 
merce to honor the Portland Beavers. 





Copeland: Oil called him 


MORT COPELAND, boss of Mas- 
sena Oil Terminal, Inc., Massena, 
N. Y., (see p. 114) started out as a 
lawyer but switched to oil after a tour 
of duty as an FBI agent in Caracas. 

“It’s funny,” he recalls, “how a 
chance assignment like that can change 
your life.” 

Up to that time Copeland had been 
content to practice law in Rochester, 
N. Y., his home town. He picked up 
his law degree from Syracuse Univer- 
sity College of Law in 1936. Four 
years later he joined the FBI. 

As an agent, he was assigned to 
Dominican Republic and Haiti in addi- 
tion to Venezuela. But it was in 
Caracas that he met and got to know 
many oil men. To Copeland the oil 
business began to look more interesting 
than legal briefs and case books. 

Leaving the FBI in 1945, Copeland 
wanted to find out more about the oil 
business. He wound up in Caracas in 
1946 in charge of industrial relations 
for Sinclair Refining under Ed Stein- 
iger, now Sinclair Oil Corp. president. 

Two years later he was ready for 
post-graduate work in oil. Mort joined 
brother Bert in Plattsburgh, N. Y.., 
where the latter was running Copeland 
Oil Co., Sun Oil jobbership, and where 
he was about to go into terminaling 
through Copeland Terminals, Inc. 

Mort became a_ confirmed oil 
man in his own right when he set up 
Massena Oil Terminal, Inc., in 1953. 

e 

W. Allen Taft is the new director 
of sales of Du _ Pont’s petroleum 
chemicals division. He succeeds W. 
S. Carpenter III, recently named as- 
sistant general manager of the elec- 
trochemicals department. 

e 

Mrs. Robert Billingham was named 
manager of marketing research for 
Leonard Refineries, Inc., Alma, Mich. 
She was formerly with Scudder, 
Stevens & Clark, investment counsel- 
ors in New York. 

(Continued on page 171) 
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DAY oR Be 


Bright and distinctive dealer identi- 
fication is important... regardless 
of the hour! The faithful repro- 
duction of this famous trade- 
mark is the welcome sign to 
motorists who always want 
to “Be sure with Pure.” 
Your own Plasti-Line sign 
program, from creation to con- 
struction, can start the day we receive 


your trademark. There is no obligation! 


= £ | illuminated plastic 
Knmnoxville,Tenmessee ‘ ’ 
Signs of success 


ul 
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tire cor 


% 


‘No 


A strong statement... but a scientific fact. Super Rayon Tire COMPARATIVE STRENGTH RETENTION AT HIGH TEMPERATURES 
Cord not only withstands heat better, but even at the tempera- ee 


ture where the other cord melts, Super Rayon Cord retains EEE 
over 50% of its original strength (see chart at right). It remains eee 
54% 


stable. That’s the reason why Super Rayon Cord Tires outwear et 
tires with “other” cord by thousands of miles... why they i ———~= 
are by far America’s best tire buy! A A 2% OTWER TIRE CORD B 


THE OTHER TIRE CORD MELTS HERE 


87% 


EVEN RIM PAINT BLISTERED IN 
“TORTURE TEST”... BUT SUPER THE STABILITY of Rayon Cord Tires under heat 


means longer life...in fact it means a tread 


RAYON TIRES WERE UNDAMAGED! life bonus of up to 26%. 


Rayon cords in the modern tire can NO ANNOYING “FLAT SPOTS” in Rayon Cord Tires. 
withstand severe heat as well as The “other’’ cord softens with heat... 
impact. This was proved during tests and cannot return to normal condition when 
at rest, because of weight of car. Therefore 
tire bottom remains flat until several miles 
of driving kneads out the abnormality. 


by Motor Vehicle Research, Inc. Data 
showed Rayon Tires withstood high 
speed impacts at temperatures that 
would turn water into steam. 


miss SUPER RAYON TIRE CORD 


For more detailed information write 


AMERICAN VISCOSE CORPORATION «+ 350 Fifth Avenue, New York 1, N.Y. 


NATIONAL PETROLEUM NEWS ° July, 1958 





About Oil People 
G. E. Kellis of Sinclair Refining Co. | Tan a: 
is the new chairman of the New York 
secti f the American Society of | 
iia” | Truck 
e 
Operators 
~ 
with 
an 
Eye 
to 


and 





vi wp DEPENDABILITY 
Arkansas Fuel Oil Corp. has cre- 


ated three new major departments in 


the marketing division. Director of install 
marketing administration is F. M. | 


Fory, formerly manager of the Ar- 
kansas division; director of service 
station sales is S. W. Davis, former 
manager of the Alabama division, and 
director of industrial and commercial 
sales is E, G. Estes, formerly manager 
of the Georgia division. 

Howard W. Randolph, special rep- 
resentative in Little Rock, succeeds é ’ 
Fory, R. C. Moore, special repre- Z SELF-PRIMING 
sentative in Jackson, succeeds Davis, SERIES 3600 PUMP 
and T. R. Askew, assistant manager PRESSURES TO 90 P.S.1. 
of the North Carolina division, , SIZES 40 to 300 G.P.M. 
succeeds Estes. 

Arkansas also announces that H. C. 
Hilburn, formerly marketing office WITH 
manager, is now manager of market- MECHANICAL SEAL 
ing training. 





James S. Stewart is now manager 
of Sun Oil Co.’s Jacksonville, Fla., 
sales district. Formerly manager of the 
Huntington, W. Va., sales district, he 
succeeds E. H. Beardsley, who has 
been assigned to the company’s south- SEE 
eastern regional sales headquarters, 


also in Jacksonville. Paul R. Bowen, YOUR 


instructor in the salesman develop- 


ment program at Philadelphia since Di Ss TRIBUTOR 


last September and before that man- 
ager of the program at New York, 
succeeds Stewart. ROPER HYDRAULICS, INC. 
(Continued on next page) 477 BLACKHAWK PARK AVE., ROCKFORD, ILL. 


ROTARY PUMPS 
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QUICK ALL AROUND 
SERVICE LIF7 70 HANDLE 
EVERY TVPE OF CAR 


<> ARMS SLIDE ALONG 
et SUPERSTRUCTURE 


. 


OSITION FOR FRAMELESS CARS 





POSITION FOR X FRAME CARS 


ao 


FOR LIGHT TRUCKS 


4 ADDED HEIGHT 


360° ROTATION 


HANDLES X-FRAMES OR 
FRAMELESS CARS 
NO ADAPTERS NEEDED 


Standard frame, X-Frame or frameless 
... from the small Isetta to light trucks 
the new Wayne “Circle Service” Frame 
Lift handles them all with positive, slip- 
proof support. No adapters needed for 
different types of cars. Swivel arms swing 
a full 360° to fit the widest or narrowest 
frame ... also slide on superstructure to 
give extra length. 


Makes all under car parts accessible for 
repairing and lubrication . . . speeds tire 
service. Available as full or semi-hy- 
draulic with or without safety leg, and 


low oil control. Write for new folder to... 


THE WAYNE PUMP COMPANY 
Division Symington Wayne Corp. 
Salisbury, Maryland e Toronto, Canada 


Wayne 
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Rodney Roberson, Phillips 66 job- 
ber in Martin County, N. C., has a 
new bride—one who really under- 
stands what her groom’s business is all 
about. She’s the former Pauline Bell, 
daughter of the late G. J. Bell and 
Mrs. Lucy Bell, who now runs the 
Bell Oil Co., Cities Service jobber- 
ship in Greenville, N. C. 

e 

John W. Gen- 

dron is the new 


| assistant eastern 
| division market- 


ing manager for 
lidewater Oil Co. 


| He moves. to 
| New York from 
| San Francisco, 


where he _ has 


| been administra- 
| tive assistant to 


the president. He anne 


| is currently serving as vice president 


and director of Tidewater-Iran, Ltd., 
and as vice president and director of 


| Iricon Agency, Ltd. He was president 


of Iricon in 1956-57. Gendron suc- 
ceeds J. G. Jimenez, now general 


| manager of the eastern division oper- 


ations (NPN—June °58, p185). 
e 
LeRoy Schnei- 

der, Schneider 
Oil Co., Roan- 
oke, Va., won the 
Altred P. Sloane 
award for his 
contribution to 
safety in radio 
and TV adver- 
tising. Schnei- 
der had a “Sun- 
oco safety car” 
touring Roanoke 

and Salem. When particularly courte- 

Ous or cautious drivers were spotted 

they were interviewed and asked for 

their views on safe driving. 


Schneider 


Mrs. Laura 
Talbott, Talbott 
Oil Co.,  Pas- 
cagoula, Miss., is 
now Mrs. Roy G. 
Wingfield — as 
of April 5. Her 
husband, a major 
in the U. S. Army 
Air Force, is sta- 
tioned at Cars- 
well Air Force , 
Base, Fort Worth, _— 
Tex. Mrs. Wingfield plans to continue 
running her Amoco jobbership and to 
remain as secretary-treasurer of the 
Mississippi Oil Jobbers Assn. 
(Continued on page 175) 





TEXACO 


ANNOUNCES 
THE BIGGEST NATIONAL 


PETROLEUM ADVERTISEMENT 
OF ALL TIME! 


Only TEXACO gives its Dealers money-making INCLUDING Wry, 


T TO Do 
: : : CLOTHES . Fo D. a 
promotions like this! 


L DOLLARS 
* AND MUCH MORE! 





For the first time—10 consecutive full-color pages in one issue of Look! Also, 
full-color, 2-page spreads in Life, Saturday Evening Post and American Legion. 
The greatest summer promotion ever... with a FREE TOURING BOOKLET offer to 
draw tourists into Texaco stations! 


This is an example of the aggressive promotion that gives Texaco Dealers a 
terrific edge over competition. No other oil company has ever offered its dealers 
such a powerful selling promotion, tied in with point-of-sule selling aids, to help 
dealers get a bigger share of the profitable touring business! Now in full swing, 
it is influencing millions of tourists in all 48 states as they hit the road. 


NEVER BEFORE A BOOKLET LIKE TV AND RADIO! Thousands of TV and 
THIS! It’s loaded with information tourists radio spots, reaching millions of motorists! 
want. It sells Texaco Dealers, their products and 


services. It brings tourists to Texaco Dealers. WINDOW STREAMERS! Gay and colo 


ful, selling at Texaco Dealers’ stations 


BOOKLET DISPENSER! Every dealer 
gets a dispenser containing a supply of the 
booklets. The national advertising tells motorists 


BILLBOARDS! Thousands of colorful post- to get their copy from Texaco Dealers. Another 


ers in all 48 states, backing up the magazine ads! magnet to attract new business! 


ANOTHER FIRST! Texaco’s Touring Book- 


let is bound into the pages of Look Magazine! 


No wonder Texaco Dealers are such busy Dealers! 


A SOLID FUTURE is one of the advantages of being DIVISION OFFICES: Atlanta, Ga.; Boston 16, Mass.; 
a Texaco Distributor or a Texaco Dealer. Proof: 683 suffalo 9, N. Y.; Butte, Mont.; Chicago 4, Ill.; Dallas 
of our Distributors have been with us for 20 years or 2, Tex.; Denver 3, Colo.; Houston 2, Tex.; Indianapoli 
more, 20,096 Texaco Dealers 10 years or more. There 1, Ind.; Los Angeles 5, Calif.; Minneapolis 5, Minn.; 
may be an opportunity for you in the Texaco family. New Orleans 16, La.; New York 17, N. Y.; Norfolk 2, 
Get in touch with the Texaco Division Office nearest you. Va.; Seattle 1, Wash 
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For any 


critical chemical 


petroleum product transport 


—CONTACT QUAKER CITY 


VICTOR 


| hw wearer 
WMG 


3000 gal. trailer tank built of nickel 


You'll haul with safety in Quaker units of low 


mounting design, attractive appearance, 


and lightweight construction 


We have been manufacturing pres- 
sure vessels and similar equipment 
for the chemical and petroleum 
industries for over 50 years. For 
more than 25 years we have been 
building trailerized tank equip- 
ment. We have the facilities to 
shear, form, machine, weld, heat 
treat, X-ray and test. We have 
the experience to fabricate from 
carbon steel, stainless steel, stain- 
less clad materials, nickel, alu- 
minum and copper silicon in ac- 
cordance with API-ASME Code. 


We can supply tanks with any 
type of lining necessary and with 
any type of manhole or valves re- 
quired. We have the personnel to 
design and build to fit your re- 
quirements or to fabricate to your 
particular specifications. 
Whenever you need transport 
for hauling critical chemicals or 
petroleum products—inquire into 
our ability to produce what you 
need. You will haul with safety 
and with the most modern design 


on the road. 


i 


3500 gal. stainless steel trailer tank for 


nitric aci 


QUAKER CITY IRON WORKS, INC. 


ARAMINGO AVENUE & EAST TIOGA STREET + PHILADELPHIA 34, PA. « TEL: REgent 9-3000 


WOOLWORTH BUILDING, NEW YORK 7, N.Y. e¢ 3406 O'DONNELL ST., BALTIMORE 24, MD. ¢ 201 S. 20TH ST., HARRISBURG, PA. 
BOSTON, MASS.: NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. 
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B. W. Pickard, vice president of 
marketing for Standard Oil Co. of 
California, Western Operations, Inc., 
was appointed to the general commit- 
tee of the American Petroleum Insti- 
tute division of marketing. He replaces 
Howard Vesper, who stepped out of 
the general committee when elected 
president of Western Operations. 

® 

W. D. Roth of 
Dahl Oil Co., 
Norwich, was 
elected president 
of Connecticut 
Petroleum Assn. 
for a second 

term. 
Others re-elect- 
ed are Irvin A. 
Shiner, Connecti- 
cut Refining Co., 
West Haven, vice 
president; William H. Wesson, W. H. 
Wesson Co., Waterbury, secretary, 
and Arnold Grant, Sr., of Hardware 
City Fuel Co., New Britain, treasurer. 

Ernest Peterson of Wm. R. Peter- 
son, Inc., Portland, is a new board 
member. 

e 

W. L. Heinz, part-time secretary of 
the South Carolina Oil Jobbers Assn. 
for many years, will now devote full 
time to the job. To do so, he sold his 
Central Oil Co. in Columbia to Dick 
Mitchell of the Union Petroleum Co. 
Heinz will work out of a new SCOJA 
office at 1508 Lady St., Columbia. 

e 

Robert F. Burns, Jr., has been 
named division sales manager of Wil- 
shire Oil Co. of California’s southern 
division. Burns was formerly supervi- 
sor of merchandising and sales promo- 
tion, which will now be handled by 
O. Warren Hillgren, manager of ad- 
vertising and public relations. 

* 

Marvin E. Houchin was named 
automotive sales manager of the De- 
troit division of Socony Mobil Oil Co. 
He moves to Detroit from Indiana- 
polis, where he was district sales man- 
ager. Houchin succeeds G. H. Prig- 
gen, Jr., promoted to assistant division 
manager at Kansas City (NPN—Appril 
58, p202) 

* 

Ray W. Sommer has _transfer- 
red from manager of lubricating oil 
sales at Kendall Refining Co., Brad- 
ford, Pa., to the Ohio division as divi- 
sion sales manager because of his 
health. William A. Knapp, advertising 
manager and marketing assistant since 
1946, moves into the slot Sommer 
vacates. 


July, 1958 + 


C. A. Hutton, formerly division 
manager in Hutchinson, Kan., for 
Champlin Oil & Refining Co., heads a 
new company division headquartered 
at Kansas City (see p. 22). Ken 
Henkel moves up from assistant divi- 
sion manager to succeed Hutton. 
Clark Peterson, formerly district sales 
supervisor in Kansas City, is promoted 
to assistant division manager there, 
and Tom Quigley, former district sales 
supervisor in Columbus, Neb., will 
succeed Henkel. 


About Oil People 





California Oil Co. has established 
two regional offices, which consolidate 
former district offices and subsidiary 
operations, eliminate the position of 
general sales manager, and create 
several new positions. Under reorgan- 
ization, G. S. Cranmer, formerly 
manager, wholesale sales, and D. J. 
Bowen, formerly New York district 
manager, become assistant general 
managers of marketing. G. T. Dugan 
and R, C. Davis are new regional man- 

(Continued on page 177) 


BLACKMER rotary bulk handling pumps 


compact, efficient and self-priming 


THESE BLACKMER CONSTRUCTION FEATURES ASSURE 
TOP PERFORMANCE AND LOW MAINTENANCE 


Integral pressure control valve 





Internal splined coupling 
Integral gear head construction 
Hardened steel helical gears 


“Self-adjusting for wear” 
sliding vane design 


Cartridge type seals 


Heavy duty anti-friction bearings 


Available in MODELS GX2, GX2 %, GX3 
and GX4. Delivery ratings — 35 to 525 GPM 


"liquid materials handling”® 


BLAC 





equipment 


lo 4 


KMER 





INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 


BLACKMER PUMP COMPANY, 


GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK e« ATLANTA « CHICAGO e GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 
See Yellow pages for your local sales representative 
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Loaded and ready to roll. One of their new Mack 
Diesel tractors heads out from Curran and Burton’s 
modern depot in Providence, R. I., on the first leg of its 
delivery route. Curran and Burton have proved that... 


Diesel savings extend 
to fuel oil distribution 


Curran and Burton’s first 2 Mack 
Thermodyne” Diesel tractors, pur- 
chased in 1954, cut operating costs 
compared to gasoline-operated 
trucks. 

This particular saving, plus the 
Macks’ over-all operating econ- 
omy, persuaded Curran and Burton 
to increase the number of Mack 
Diesels in their fuel oil fleet. 

Curran and Burton, Inc., operate 
throughout Rhode Island, eastern 


Connecticut, and up into southern 
Massachusetts. 

They are one of an increasing 
number of fuel oil distributors who 
have combined Diesel operation 
with larger unit capacity to achieve 
greater over-all economy. 

Whatever your requirements, 
Mack has a model— cab-over- 
engine or conventional—that will 
help reduce your operating costs. 
Your Mack branch or distributor 


will be glad to explain. Get in touch 
today. Mack Trucks, Inc., Plain- 
field, New Jersey. In Canada: Mack 
Trucks of Canada, Ltd. 


MACK 


first name for 


TRUCKS 





agers of the New England and New 
York regions, respectively. Dugan was 
formerly manager of the Boston dis- 
trict, and Davis headed the Calso Oil 
Co. in the Boston area. Assistant re- 
gional manager in New England will 
be I. L. Potter, who also was with 
Calso Oil. 
o 

R. B. Kahle moves from the presi- 
dency to board chairman and chief 
executive officer of Eastern States Pe- 


Deaths . 


T. A. D. Jones, Jr., 45, died May 8 
in Tokyo, Japan. Death was attributed 
to a cerebral hemorrhage, possibly 
from head injuries. 

Jones was president of T. A. D 
Jones Co., a New Haven, Conn., fuel 
oil marketer. He had gone to Japan 
with his vice president and brother-in- 
law, Joseph P. Crowley, and a third 
man, with the intent of buying an oil 
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P. L. Tremblay, 49, eastern divi 
sion manager of Shell Oil Co. of 
Canada, Ltd., died April 29 

e 

Barney R. Holland, 68, president 
of Barney Holland Oil Co., Fort 
Worth, died May 6. He had been 
hospitalized for five weeks because ot 
a heart condition. 

A native of Weatherford, Holland 
had lived in Fort Worth about 30 


troleum & Chemical Corp., Houston. tanker. 
He replaces Joseph F. McCarthy, 
chairman of the executive committee, 
as board chairman. Reginald N. 
Blaize, Jr., is the new president and 
chief operating officer. 


® Arthur E. Yahn, 68, president of 
Messer Oil Corp., Olean, N. Y., died 
April 29. He was also president and 
Dymo 
Laurel Petroleum Corp. 


Richard L. Lytton has joined the 
Beckley branch of Elk Refining Co., 
Charleston, W. Va., as a sales repre- 
sentative. 


director of 


Coming Meetings 


JULY 
Empire State Petroleum Assn., jobber management institute, 
Cornell University, Ithaca, July 21-24 
AUGUST 


National Congress of Petroleum Retailers, 12th annual meeting, 
McAllister Hotel, Miami, Aug. 10-15 


South Carolina Oil Jobbers Assn., 15th annual summer meeting, 
The Clemson House, Clemson, Aug. 24-26 
SEPTEMBER 


Intermountain Oil Jobbers Assn., annual meeting, Challenger 
, 


Inn, Sun Valley, Idaho, Sept. 2. 


Empire State Petroleum Assn., fall meeting, Saranac Inn 
Saranac Lake, Sept. 7-9 


Colorado Petroleum Marketers Assn., annual fall convention, 
Broadmoor Hotel, Colorado Springs, Sept. 7-9. 


National Petroleum Assn., 56th annual convention, Traymore 
Hotel, Atlantic City, Sept. 10-12 


Illinois Petroleum Marketers Assn., management institute, 
Robert Allerton Park, Monticello, Sept. 14-17 


&Kentucky Petroleum Marketers Assn., 25th annual golf 
tournament, Lafayette Hotel and Boiling Springs Country Club, 


Lexington, Sept. 18-20. 


Pennsylvania Petroleum Assn., fall meeting, Pocono Manor Inn 
Pocono Manor, Sept. 21-23. 


Ohio Petroleum Marketers., fall conference, Dayton Bilt 
more, Dayton, Sept. 24-25. 


Independent Oil Compounders Assn., annual meeting, Palmer 
House, Chicago, Sept. 28-30 


> First listing. 
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Crowley, onetime 
star, has been indicted on a charge 
of fatally assaulting Jones while under in 1910, and most recently as head 
the influence of alcohol. 


years. He was associated with the pe 
troleum industry throughout his ca 
Yale football reer, first as an assembler of blocks 
in the area during a wildcatting era 


of his own distributorship. 

He is survived by his wife; a son, 
Barney B. Holland, who will contin 
ue the Texaco jobbership; a brother 
Winston Holland; two sisters, Mrs 
Grace Moody and Mrs. Lena Walter 
and four grandchildren 


Oil Corp. and 


OCTOBER 


Packaging Institute, Petroleum Packaging Committee, Sheraton 
Fontenelle Hotel, Omaha, Oct. 6-7 


Kansas Oil Men’s Assn., annual meeting, Lassen Hotel. Wichita 
Oct. 12-14 


Packaging Institute, annual meeting, Edgewater Beach Hotel 
Chicago, Oct. 13-15 


Indiana Independent Petroleum Assn., annual meeting, Hotel 
Severin, Indianapolis, Oct. 15-16 


National Assn. of Oil Equipment Jobbers, annual meeting and 
trade show, Adolphus Hotel, Dallas, Oct. 15-17. 


West Virginia Petroleum Assn.. annual meeting. Daniel Boone 
Hotel, Charleston, Oct. 16 


Pennsylvania Petroleum Assn., management institute, Pennsy! 
vania State University, State College, Oct. 19-2] 


Fennessee Oil Men’s Assn., annual meeting, Andrew Jackson 
Hotel, Nashville, Oct. 19-21 


North Carolina Oil Jobbers Assn., Grove Park Inn. Ashvill 
Oct. 19-22 


Nebraska Petroleum Marketers Assn., 38th annual conventior 
and trade show, Paxton Hotel, Omaha. Oct. 21-2? 


Arkansas Independent Oil Marketers Assn., annual meetin 
Hotel LaFayette, Little Rock, Oct. 22-23 


NOVEMBER 


National Oil Jobbers Council, Conrad Hilton Hotel. Ch; 
Nov. 6-8 


American Petroleum Institute, Conrad Hilton Hotel. Chi 
Nov. 10-12 








CLASSIFIED 








FUEL OIL 
INVITATION TO BID 


The Puerto Rico Water Resources Au- 
thority will receive up to July 15, 1958, 
sealed proposals for the furnishing of fuel 
oil for the first two units of its 
Steam Plant in San Juan, Puerto Rico, ex- 
pected to start operation in the second quar- 
ter of 1960 with an estimated annual con- 
sumption of two million barrels of Bunker 
“C” Fuel Oil. Specifications and other infor- 
mation concerning this bid may be obtained 
from the Purchasing Officer, Puerto Rico 
Water Resources Authority, P.O. Box 4267, 
San Juan, Puerto Rico. 


Jalo Seco 











STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
6,500 to 12,000 Gal. Cap. 
Coiled and Non-Coiled 
Cleaned — Painted — Tested 
Heavier — Safer — Cheaper 
Other Tanks Too 
Also —- Compete Tank Cars 
8,000 and 10,000 Gal. Cap. 
Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


328-332 Connell Building 
Scranton 3, Pennsylvania 





Telephone—Dlamond 3-1117 








WANTED 
PARTNER 20-$30,000 
or good credit for independent service stations. 
Experienced. For expansion Houston area. 
BO-8250 National Petroleum News 
520 N. Michigan Ave., Chicago 11, II. 








WANTED 


Dynamic Marketing Administrator 
To assume full charge of a group of service 
in the Northwest Unlimited opportunity to 
Must have ee and ability t 1 f 


ign new marketit idea Salar 


tation 
expand 
exper te \ ully de 
ommensurate with 
abi lit All epic treated  contidentiall Write 
P-8213 National Petroleum News, 68 Post St., San 
Franciseo 4, Cali 








EE PROFESSIONAL SERVICES ——m 


PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 














{IDDRESS BO REPLIES TO: Bo 
Classited Adv, Div. of this publication 
nd to office nearest you 
EW YORI P. O. BOX 12 
CHICAGO: 520) Vichigan Ave rz 
SAN FRANCISCO: 68 Post St. (4 


POSITION WANTED 


Draftsman, Overseas. Coll. Grad.; 36; presently 


with B. & 
etc. Agree 
KOUD 


W. Boiler Co., Det 
3 yr contr. Some Fr 
National Petroleum New 


Tubes, 


& Arret 


BUSINESS OPPORTUNITIES 


, Sp., Norw. PW- | 


Bulk Oil Plants Propane Gas Plants—Selected | 


properties throughout the midwest 
in selling petroleum properties 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota 


We specialize 


Will sell controlling interest in major brand, full- 
line petroleum jobbership in Middle Atlantic 
metropolitan area, Now at break-even point, 
with $25,000 accumulated Valuable real- 
estate holdings, huge growth potential. You will 
need $150,000 to buy and operate successfully. 
Present management available to continue opera- 
tions. BO-S159, National Petroleum New 


loss 


FOR SALE 


Tank Trailers—Sale 
gal teel & aluminum 
541 S. 10th St K.C. Kansa 


Hackett Tank Co., 
MA 1-2363. 


Ine., 


114 Ton, 1949 Studebaker Truck with 
compartment, 57 gallon tank. Single meter 
Good working condition. Write Sund 
, 158 Lill Street, Crystal Lake, Illinois. 


equipment 
Oil Co 


WANTED 


Anything within reason that is wanted in the 
field served by National Petroleum News can 
be quickly located through bringing 
attention of thousands of men 
is assured because this is the 
they read 


it to the 
whose _ interest 
business paper 


Ole Brodd Petro- | 


or Lease—4000 to 8300 | 


four | 


Management 





(Begins on page 104) 

the installation team headed by Ball 
gets the reorganization plan off the 
drawing board and onto the field, on 
a division-by-division basis. 

This doesn’t mean Bellman won't 
be concerned. “I’m going to take a 
high degree of personal interest in 
appointments and hope to participate 
in a majority of the decisions in- 
volving selection of new managers.” 

Selecting the right people for the 
right jobs will be a major task for the 
installation team. Keeping up morale 
is a factor here. But the company says 
field people have welcomed the move 
enthusiastically. One regional mana- 
ger—before knowing what his job 
would be—wrote advocating elimina- 
tion of regional offices, Bellman says. 

He readily admits that “if there’s 
any fat in this organization, we want 
to squeeze it out,” but also insists that 
“anyone who can pull his weight has 
nothing to worry about. I happen to 
think the good men welcome it.” 

Jobbers and commission agents 
won't be contractually affected by the 
new plan, Bellman says. “But I hope 
we'll be able to give them more help 
in the future.” 


After Reorganization, What? 


“I have a theory that the most 
effective marketer today sets the price 
level,” says Bellman. He believes the 
new plan will make Socony’s market- 
ing department into a streamlined low- 
unit-cost organization which “the com- 
petition should find a little bit tougher 
to handle in the future.” 

While the 10 division organizations 
will be retained, it’s possible that dis- 
trict alignments may be altered. Under 
the present structure, Bellman says, 
district sizes are limited by the number 
of men the district manager can su- 
pervise. But the area manager con- 
cept—“the key to all of this’—will 
permit expanded district limits. 

“I don't like change just for the 
sake of change,” Bellman sums up, 
“but sometimes you have to change if 
you're going to meet new conditions.” 








STAMPS: PRO AND CON 


A special report is now available in 
reprint form, designed for distribution 
to dealers, jobbers, consignees or mar- 
keting field men. 

This is the most extensive study yet 
made of stamps in marketing. Single 
copies, 75¢. For bulk orders, write 
Reader Service Dept., National Petrol- 
eum News, 330 W. 42 St., New York 
36, N.Y. 
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easily h 


ERE, for the first time, is a really 
H practical i’’ size hose. This B.F 
Goodrich hose is much lighter, more 
flexible than other tank truck hose. It’s 
so easy to handle and carry that ove man 
can unload it, hook it up and reload it 
on the truck without help. And because 
itis a larger hose, tank trucks can make 
faster deliveries, more per day 

An example of this hose’s flexibility 
is shown in the picture above. It can 
take an O-bend, or even sharp U-turns 


ne man can 
andle this 4° hose 


without flattening—won't collapse to 
cause shut-offs or slow deliveries. 

The big difference in this hose is the 
high tensile nylon cord used in the 
reinforcement. This makes the hose 
light, flexible, yet strong enough to 
hold its full round shape at all umes. 

This B.F.Goodrich hose is built for 
rough use, too. Its tough, thick cover 
can be dragged over concrete or gravel 
driveways without tearing. It resists 
gasoline, oil, grease, sunchecking. The 


hose tube is gasoline-proof, won't flake 
or swell. Either one-time or reattach- 
able couplings can be used. Wire filler 
in reinforcement serves as static ground 
for couplings. 

B.F.Goodrich Type 82-A hose is an 
improved hose that’s easier to handle, 
makes faster deliveries, reduces operat- 
ing costs. Let your B.F.Goodrich 
distributor tell you more about it, or 
write B.F.Goodrich Industrial Products 
Company, Dept M-388, Akron 18, Ohio. 


B.E Cs oodrich industrial products 


180 
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Introducing 


anouard 


the world’s 
most 

distinctive 

dispenser 


JOKHE IM 





OUT AHEAD LIKE A MISSILE IN SPACE! 


As a companion to the great INTERCEPTOR pumps 
announced recently, Tokheim presents here Model 455 
VANGUARD, the island pedestal with a style all its own. Built 
only for remote control pumping systems, it represents 

the first real change in the styling of an island dis 

penser in the last 25 years. Profit-wise, forward 

looking oil marketers see in VANGUARD a 


VANGUARD quick and lasting stimulant to product sales. See your 
SERIES 455 


DISPENSER Pokheim representative today. Write for new bulletin 


TOKHEIM CORPORATION Si era bode 


DESIGNER N - SUPER : >MEN NC 1901 
S AND BUILDERS OF SUPERIOR EQUIPMENT SI E 19 > Mente Guntsy? 


FORT WAYNE, INDIANA OKHEIM 
Factory Branch: 475 Ninth Street, San Francisco 3, California 


Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A.G GASOLINE PUMPS 
Lucerne, Switzerland; GenPro Inc., Shelbyville, India 


In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontar 





Put an Er c0_REMOVO 


“Pusher” Pump 
in the tank 


One pump and one motor per product serves up to 8 
dispensers. The ERIE Discharge Head remains sta- 
tionary on the storage tank. The removable unit 
includes pump, motor, pipe column with conduit, 
wiring and junction box installed. This is the 
heart of the ERIE ‘‘Removo” Submersible 
System. It is the last word in dependable 
push pumping from ERIE, the’ pioneer 
in remote control pumping systems. 

Modern pumping goes below ground 
to eliminate vapor lock to increase 
efficiency and to reduce in- 
stallation, operating and main- 
tenance costs. 


Catalog 1658 describes ; PUSH PUMPING SYSTEMS-:: 


3 ERIE remote con- 


trol systems. ERIE Submerged Turbine pump systems are avail- 
able in a variety of sizes. There are 25 and 50 g.p.m. models 


for service stations and 75 g.p.m. models for larger capa- 
city fueling requirements. 
ERIE Short Suction Push Systems, at left below, provide 
an economical push pumping solution for small service stations, 
fleet terminals and industries. 














METER SYSTEMS, INC. 
ERIE, PENNSYLVANIA 


SALES OFFICES: ATLANTA DALLAS LOS ANGELES OAKLAND, CALIF 
BOSTON DENVER MINNEAPOLIS PHILADELPHIA 
CHICAGO DETROIT NEW ORLEANS SEATTLE 
CLEVELAND KANSAS CITY, MO. NEW YORK TULSA 





